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5 Cents a Copy, $1 a Year 


Rough Proofs 


A book advertiser is producing 
copy made up entirely of critics’ 
quotes. This is a swell idea, even if 
some of the critics have to be edited. 


7, Ve 


Illustrating the headline, “Walking 
is too slow,” the Detroit News pre- 
sents a photograph of a pair of gait- 
ers, nee 1865. Who would have 
thought they were still doing busi- 
ness in Detroit? 


_ a. 


Charlie McCarthy is to receive an 
honorary degree from Northwestern 
University, but he isn’t the only 
blockhead to have become a synthetic 
doctor this year. 


a 


Retailers are protesting against the 
use of nationally advertised goods as 
premium merchandise. They find it 
hard to sell what the other fellow is 
giving away. 


a oe 


In the Northwestern pear growers’ 
campaign for more winter consump- 
tion, they should make a point of 
telling the folks to eat ’em with the 
jackets on. 

ae a 


Most Europeans appreciate food so 
much they can’t understand “why 
most Americans are content to attack 
the choicest viands with only one 
hand. 

vsy¥se i? 


Food manufacturers worried over 
declining per capita consumption 
should start a campaign to create 
more good two-handed trenchermen. 


7. vv F¥ 


“Net affiliates ask bigger cut of 
radio dollar.” 

The stations think they get the af- 
filiations, while to the other fellow 
goes the net. 


vgv¥sey? 


Of course, it would be silly for a 
big broadcasting company to go to all 
the trouble of setting up a network 
in which there wasn’t any net. 


vg¥seey 


So many agency men are taking 
executive positions with important 
clients these days that it is begin- 
ning to be suspected they occasionally 
do know something. 


7 ¥F F 


“Motion pictures are your best en- 
tertainment,” is the new movie slo- 
van. The subhead should be, “Always 
‘wo features and a premium for the 
price of one.” 


v ’ v 
That Music Hall burlesque in “I 
Married an Angel” has given the 
Radio City producers a swell idea for 
heir own show. The raspberry 
urned into manna from heaven 
yew? 


If the Cincinnati Reds should per- 


rma Vander Meer and beat out the! 


Pirates for the pennant, Powel Cros- 
ey is going to have to do a lot of 
world’s series explaining to radio and 
efrigerator customers. 

Copy Cur 


EX-CHAMP JOINS IN COPY ANALYSIS 


In his capacity as board chairman of the American Distilling Company, Gene 
Tunney played an active part in discussing advertising regulation at the National 
Alcoholic Beverage Control Association meeting in Portland. The ex-heavyweight 


champion is shown here with Russell H. 


Brown (left), president of the company, 


and Frank Taylor, publisher, Portland News-Telegram. 


A&P TO COUNTER 
CHAIN TAX MOVE 
WITH CAMPAIGN 


Will Finance Public Forums 
on Consumer (nterest 


New York, Aug. 25.—Leadership in 
organized defense of chain store and 
super market merchandising has been 
assumed by the Great Atlantic & Pa- 
cific Tea Company whose plans for a 
promotional campaign of public edu- 
cation were revealed here today by 
Carl Byoir, A. & P. public relations 
counsel. The big grocery chain has 
set up a special fund from which fi- 
nancial support will be lent to such 
public groups as may be effective 
forums for the discussion of trends 
affecting consumer interests, and a 
national consumer advertising drive 
is projected to combat the current 
wave of proposed anti-chain and anti- 
super market legislation. 

Coincident with this move was a 
report from Milwaukee that. the 
A. & P. super markets there and two 
contemplated in other Wisconsin 
cities were threatened with new local 
legislation which would subject each 
of these units to annual assessments 
ranging from $7,500 to $10,000. 

The first major expenditure by 
A. & P. in its fight against propa- 
ganda was a $2,000 contribution to 
the Emergency Consumers’ Tax Coun- 
cil in New Jersey, an organization 
which was started by housewives in 
Atlantic City to protect local super- 
markets from a confiscatory $5,000 
tax which had been proposed to the 


(Continued on Page 30) 
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Urge Uniform 
State Rule on 
Spirits Copy 


Portland, Ore., Aug. 24.—Uniform 
State regulations covering liquor ad- 
vertising were urged here today as 
the National Alcoholic Beverage 
Control Association opened its first 
annual convention. 

Among those to address the group 
was GC. L. frifin, Wieistunt director 
of the Wyoming Liquor Commission, 
who asked that a uniform set of 
rules be set up to tie in with those 
of the Federal Alcohol Administra- 
tion. 


tary of the Pacific Northwest News- 
paper Association, made a similar 
plea, adding that uniform regulation 
would be a boon to newspaper pub- 
lishers. 

From the advertising agency’s 
standpoint, Mr. Mount said, “too dif- 
ficult a problem is presented by the 
conflicting regulations, a situation 
which often results in the campaign 
being confined to national maga- 
zines.” 

He added that of the 17 monopoly 
states, eight have restrictive rules 
on the type of copy that may be 
used. Eight have definite rules as 
to illustrations. Three states pro- 
hibit the publication of recipes. 
Three others prohibit the advertis- 
ing of price. A fourth requires that 
an advertisement quoting a price 
must contain the wording, “prices 
subject to change without notice.” 
Four states prohibit the use of store 

(Continued on Page 29) 


Price Cut Wave Hits 


Electric Razor F ield 


Robert M. Mount, executive secre- 


RAZOR PRICE TROUGH 


GIMBELS 
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Sensational Sale for Men! 
2.600 CHALLENGER 


Electric 
Shavers 
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Tettetrie, Awr-eoted Street Fleer 


Joining in the merry electric shaver 
scramble, Gimbels, New York, adver- 
tised its own brand at a new low price. 


Admits Crosley 
Experiments in 
Low Price Cars 


Cincinnati, Aug. 25.— Persistent 
rumors that Crosley Radio Corpora- 
tion plans to enter the automotive 
field with a car selling at about $290 
received passing cognizance today 
when Frank Lewis, vice-president, 
said that experiments have been con- 
ducted for several years with no par- 
ticular success. Crosley is no nearer 
the introduction process now than 
when the idea was first tested, Mr. 
Lewis indicated. 

If such a car is being produced, it 
is probably at the plant in Richmond, 

(Continued on Page 28) 


Last Minute News Flashes 


capacity. 


oleomargarine. 


New York, Aug. 26. 


Jennings Joins Kastor Agency 
Chicago, Aug. 26.—Robert G. Jennings, who resigned last week as vice- 
| president and general sales manager of Station WLW, Cincinnati, will join 
H. W. Kastor & Sons Advertising Company here Sept. 6, 


in an executive 


Nucoa Claims Called Misrepresentation 
Washington, Aug. 26.—The Federal Trade Commission today charged 
Best Foods, Inc., New York, with misrepresentation in advertising Nucoa 
Claims to which objection was taken included statements 
that the product was “churned in fresh pasteurized milk.” 


Barton to Usher in Brands Week 


Congressman Bruce Barton will officially inaugu- 


rate Nationally Advertised Brands Week next Thursday with a 15 minute 
broadcast on the value of advertising to be broadcast over NBC. 


Burnham Leaves Bigelow-Sanford Carpet 


| New York, Aug. 25. 
| pany since 1929. 


-William Burnham resigned today as advertising 
manager of Bigelow-Sanford Carpet Company. 


He has been with the com- 


Major Producers Take Part 
in Slashes Ranging 
from 16% to 50% 


New York, Aug. 25.—The long- ° 
awaited break in the established 
prices of leading nationally adver- 
tised electric razors came this week 
when Schick Dry Shaver Corporation, 
manufacturer of the pioneer power 
shaver, and Progress Corporation, 
maker of Packard Lektro-Shaver and 
Roto-Shaver, announced substantial 
price reductions. 

Harry Varley, Schick president, de- 
clared: “This move is in accordance 
with plans made years ago by Colonel 
Jacob Schick to provide electrical 
shaving for the millions. The first 
step was to reduce the original $25 
price to $15. It is ridiculous to talk 
of a ‘price war’ in the shaver indus- 
try because of our present action.” 
The new Schick price is $12.50. 

Whether or not a price war has 
started, Progress followed shortly 
with the announcement that the 
Lektro-Shaver price had been sliced 
in two—from $15 to $7.50. Roto- 
Shavers will henceforth sell for 
$12.50 instead of $18.75. 


Seeks New Users 


Schick has embarked Upon a néWs- 
paper and magazine campaign to pro- 
mote the new low price for the Schick 
Shaver. Upwards of 90 newspapers 
in major cities in this country 
and Canada will carry the announce- 
ment. A magazine schedule, to in- 
clude about 15 national publications, 
is now being drawn up, it was re- 
vealed by Briggs & Varley, the 
agency for the account. 

Progress has not completed adver- 
tising plans, but will probably em- 
bark upon a newspaper and magazine 
drive shortly. Packard is generally 
regarded as the runner-up to Schick 
in total electric shaver sales, and both 
Lektro-Shaver and Roto-Shaver have 
been widely advertised. 

General Shaver Corporation, a sub- 
sidiary of Remington Rand, Inc., re- 
cently marketed the Rand Close- 
Shaver at $9.50 as a companion prod- 
uct to the $15.75 Remington. An of- 
ficial of the company here declared 
that no price revision is in prospect, 
and characterized the company’s at- 
titude as one of “watchful waiting.” 

The Gem-lectric, a new product 
made by the American Safety Razor 

(Continued on Page 29) 


Big Shots in 
6939 to View 
Our Handiwork 


New York, Aug. 25.—Now, more 
than ever, copywriters should re- 
member that the sins of the fathers 
are visited upon the sons to the 
third and fourth and maybe twen- 
tieth generations. 

If they choose to disregard this 
warning, their descendants may be 
embarrassed to death. For very 
shortly Westinghouse Electric & 
Mfg. Company plans to deposit on 
the World’s Fair grounds here a 
“time capsule” containing a “cross- 
section of our times.” The expecta- 
tion is that archaeologists will dig 
the thing up 5,000 years hence. 


They'll probably laugh and laugh 
jand laugh. 
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almost three-fold increase in piece| gested radio commercials for local 
volume, indicating that the company| use. Listing all of these is a four 
would seek a similar increase in this|page broadside which has been mailed 


ies 2 ADVERTISING AGE 
move. to retailers. This also mentions that 


- trade discounts remain the same des- 
Four-Month Drive Started pite the cut in retail prices. 
In line with this objective a four- Batten, Barton, Durstine & Os- 


month campaign has been launched | »°rn, Inc., is the Pyrex agency. 
to carry the news of lower prices to 
- . 
City Officer 
Action Calculated to Boost 
Volume to New High 


consumers. Initial copy in this cam- 
Refuses O. K. 
Buffalo, Aug. 25.—The drastic price 


PUSHES AHEAD TOWARD NEW SALES PEAK 


FAMOUS PYREX OVENWARE 


appear Sept. 10 in a full page in The 
Saturday Evening Post. Following 
this will be a full page in color in 
The American Weekly Sept. 18. Other 
magazines on the list for copy in Sep- 
tember and subsequent months in- 


paign featuring the reductions whic h 


range from 30 to 50 per cent, will 


slash on Pyrex ovenware, announced |¢lude American Home, Farmer’s Pittsburgh, Aug. 25.—Payment on 
here last week by Corning Glass| Wife, Good Housekeeping, Ladies’ | more than $2,000 in bills for adver- 
Works, was revealed today as a mer-| Home Journal, McCall's and Woman's | tising a municipal $8,000,000 bond is- 


chandising technique adopted not be- 
cause of a decline in sales but rather 
when sales were at the highest point 
in 23 years. 

The decision to reduce prices in the 
face of mounting sales volume was 


Home Companion. Two insertions are |S8ue is being held up here by City 
scheduled for each of these. Controller James P. Kerr. The bond 
Copy will emphasize that the price | issue was approved by voters at a 
reduction has been made without sac- | Special election Aug. 9. 
rifice of quality and that the oven- The Controller maintains that the 
ware still carries the two-year re-|COuUnty commissioners were re- 
pointed to as one bearing out a long} placement offer. The old price will|Strained in 1922 from spending pub- 
range Corning policy of aggressively | also be mentioned along with the new | lic funds to advertise and publicize 
widening its market through strong/to point up the considerable reduc-|@ bond issue of their own and that 
consumer promotion and constant im-| tions in many instances. this precedent should be observed. 
provement in production methods é The city council appropriated $3,500 
permitting greater sales at lower in July to meet advertising ex- 
cost. penses. Among the bills being held 
A company spokesman recalled helps offered in the| up is one for $1,000, representing 
that the last price reduction on Py- newspaper mats, window] the cost of a movie short made to 
rex, in October, 1932, resulted in an counter cards and sug-| advertise the bond issue. 


Strong Aid for Dealers 
Supporting this campaign will be a 
variety of dealer 
form of 


streamers, 


* Sven wane 


Cone bored eal cucitng mew PNREX WARE FOR TOP OF STOVE COOKING! “ | tie a 


nk] © ikon Rea 


Substantial price reductions furnished Corning Glass Works with a promotion 
theme and the pathway to new sales heights for fis cansleo ovenware. 


e 


Bl Monopoly Quiz Gets Hot 
Tip on Advertising Evils 


Washington, Aug. 25.--That adver- 
tising, as well as merchandising in 
its broader phases, may yet come 
within the scope of the O’Mahoney 
“monopoly” investigation, was indi- 
cated here this week by Secretary of 
Commerce Roper who, in a radio ad- 
dress, lashed out at high distribution 
costs and predicted that the National 
Economic Committee will look into 


more uniform but less spectacular 
rate of profit for those engaged in 
production and distribution, to the 
end that people generally may enjoy 
more of the fruits of sustained mass- 
production efficiency. Since mass 
production falls short of its objec- 
tives without the support of mass 
consumption, prices must be better 
aligned with demands and purchas- 
the problem thoroughly. ing power. The proper balancing re- 

“The pyramiding of needless costs|quires constant adjustment so that 
is a prime defect in the channel of|shifting needs and demands may be 


Are you soya 


distribution,” said Secretary Roper.| promptly met through proper changes 
“This must be corrected through a|in the production and distribution 
proper balancing of costs if the]} functions.” 
masses of the people are to have a Hopes to Find Remedy : 
Fanfare of trumpets for the _fair chance to improve their stand- 
Lord Mayor's coachman ,ard of living by supplying all their| Touching on the phases of the 
during the ancient cere- needs, rather than just a few of their |forthcoming monopoly investigation : 
wis cre a" needs. The objective should be effi-| Which will affect distribution, Mr. / 
cient distribution and just payment| Roper said: “A fact-finding investi- 
; : . for needed services and proper re-| gation now under way, will, we 
RADIO TIMES takes your And an independent SEE Vey leon on invectment.” hope, point the way to effective rem- 


message to one out of every 
four English homes... 


showed that 90% of its sub- 
scribers read the Radio Times 


The Secretary said that when the 
problem of balanced distribution of 


edies in the interest of all our citi- 
zens. With the economy of the na- 


ere ownership in England 
indicates good purchasing 
Radio 


the homes of 3,00 


power. Times goes into 
ooo* radio 
owners—offering quality reader 
ship with a coverage greater than 


any of the national datlies. 


every day in the week, while 
65% are still reading it 10 
days later. 

Thus, one insertion in Radio 
Times is an English national 
campaign for a week. 


services and goods was achieved, “we 
shall have removed the pivotal log in 
the jam that retards the attainment 
of that degree of social and economic 
progress which our and 
our genius justify.” 


resources 


Wants Scientific Analysis 


He suggested a detailed investiga- 
tion into the entire problem, by a 
scientific analysis of production costs, 


tion complicated by the growth of 
great corporations into vast economic 
states, the power of Congress to se- 
cure competitive selling and prevent 
unreasonable profits is the public’s 
safeguard against abuses . every 
item of cost and every policy must 


| therefore be submitted to the X-ray 


analysis of experts, to the end that 
all items of expense that would have 
an adverse effect on the free flow of 


; , the product to the cons ? > elim- 
Published by the British lf you are selling in England, then including the worth of the services aot ” sumer be elim 
= epg ; you should be advertising in the |of intermediaries, price-fixing and j 
Broadcasting Corporation, Radio imes. Ask vour agency for waste in selling methods; banking 
Ww hic h controls every radio . . ¢ ; and credit facilities, and transporta Randall to TWA 
: : full information, or write to: Adver i adeauacy ;: m a s . 

"we : : ; tion adequacy and costs. In this re I. S. Randall has been appointed 

yroadcasting station in Great tisement Director, British Broad- spect he pointed out that “distribu-|New York regional manager for 
Britain, only the Radio Times casting Corporation Publications, tion costs not only include prepara-| Transcontinental & Western Air, Inc. 
3 allowed to wrint in advence wae tion for shipping, packaging, wrap- 
= s cd to | aU vance Broadcasting House, Portland ping, labeling, and advertising, but 


full details of all National and 
Regional programmes 

for the week. 
throughout the 


Readers 
country, 


Plac e, \ ot 


, London, England. 


MR. FOX B. CONNOR 
Vice-president of Allcock 


credit facilities and the 
| keting methods.” 

A study in 1920 by a Congressional 
| committee which investigated the 
| marketing and distribution of farm 


various mar- 


“Hello, Miss Schuebel (The Biow Co.) 


| ga mga ? 


ft ' . at Peorlarea! Packs “s 
oe 7A . ; ° ‘ ac “y : ‘ts was referred to almost half again as many pe 
therefore, turn to Radio and factory produ | tate of 
r ' : ; Manufacturing Company, by the Secretary in commenting that 
Imes whenever they states: We are using the “the revelations of excesses, needless -- 
“tune in.” Radio Times for cosmetic § | intermediaries and high costs were $491.00 annually. You can cor 
; zo Peoriarea with one station 
Who takes the Radio and drug products, and =| astounding. WMBD 
“ : l we hove obtained ovt- (| “The distribution system,” con- Nat'l. Reps. ohbo” 
limes? Each issue goes Hag as ys ied * acca neo 
- standingly good returns. cluded Mr. Roper, “as well as the sys one 


to more than 1,000,000 
tamilies in the top brack 
ets of purchasing power. 


eekly 


lt is @ publication we 
heartily recommend.” 


tem of production, must be purged 
of uneconomic and wasteful practices 
and function at less cost. The mod- 
ernization of policies will seek a 
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...and what you don’t know about it 


There are almost as many brands of face powder as there are faces. 
Well, to be as precise as possible, about 1,200 brands. 


Nationally advertised brands. Regional favorites. Private brands. 
Some of them are even so private they’re practically confiden- 
tial. A secret between the maker and a handful of customers. 
Still, every face powder manufacturer has some 1,199 competitors. 


Yet...get this!...among 173,571 typical fami- 
lies who read The American Weekly...living 
everywhere from Tampa toTacoma...4 brands 
of face powder outsell all the rest. 4 aggres- 
sively nationally advertised brands outsell all 
the hundreds of other brands combined! 


It all shows up in a survey recently completed 
called X-RAY EXAMINATION —the larg- 
est survey ever made in advertising history. 


It covers families in every corner of the U.S. 
map. It tells what 173,571 of them buy for 
their living rooms, bedrooms, bathrooms, 
kitchens, laundries, garages. It provides the 
latest, Most interesting, and frequently most 
astonishing picture of America at its buying 
—and advertising at work—that you’ve seen 
in a blue moon. 


No matter what you market—face powder, 
automobiles, electric refrigerators, tires, motor 
oil, premium gasoline, or what have you, 
there is a new gold mine of information for 
you. And you don’t need a pick to dig it out. 


It’s clear, fast, simple—and really worth its 
weight in gold to the man who knows how 
to make facts make sales. 


THEAMERICAN 


“The National Magazine with Local Influence”’ 


MAIN OFFPICE: 959 EIGHTH AVENUE, NEW YORK CITY 


BRANCH OFPICES 


PALMOLIVE BLDG., CHICAGO ..... 5 WINTHROP SQUARE, BOSTON 
HANNA BLDG., CLEVELAND...... EDISON BLDG., LOS ANGELES 
HEARST BLDG., SAN FRANCISCO ...... ARCADE BLDG., ST Loui!s 
GENERAL MOTORS BLDG., DETROIT . . . 101 MARIETTA ST., ATLANTA 
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August 29, 1938 


Fast Action by Celotex 


Gets Sales on New Line 


(Picture on Page 31) 

Chicago, Aug. 23.—Believing it has 
established a new speed record in 
conception, production and introduc- 
tion of a new product, Celotex Corpo- 
ration announced today that it has 
booked orders for a trainload of its 
new roofing material—latest addition 
to the expanding Celotex line. 

The product was little more than 
an idea 60 days ago. Today, enthusi- 
astic salesmen rushed from a conven- 
tion hall to get on long distance and 
communicate their excitement to deal- 
ers to the tune of the aforesaid train- 
load. 

First public announcement will ap- 
pear in The Saturday Evening Post of 
Sept. 24. Some trade advertising has 
carried the news of the new roofing 
material, but Celotex attributes its 
instantaneous success chiefly to its 
policy of confining distribution to 
legitimate retail dealers. A survey 
conducted in July by H. W. Collins, 
vice-president in charge of merchan- 
dising, confirmed the company’s opin- 
ion that many dealers are alarmed 
over diversion of business and are 
giving their loyalty and business to 


Don't ever think that the Free 
& Peters man who calls on you 
is merely working a “peddler’s 
beat.” Follow him for a few 
days and you'd find that for 
every hour he puts in as a sales- 
man, he spends about five hours 
market ana- 


as a combination 


lyst, detective, research man, 


and program director! Because 


look: We're in the business of 


those who restrict distribution to 
orthodox channels. Mr. Collins’ let- 
ter apprised the dealers that a new 
star was being born and asked for ad- 
vice in formulating company policies. 

This situation will be capitalized 
further in portfolios carried by sales- 
men as they resume their calls on 
dealers. The pages of reprints of 
Celotex advertising of the past carry 
an embellishment at the top, the com- 
plete message reading in 144-point 
type: 

“Pages every year from 1925 to 
1938—an $8,000,000 advertising in- 
vestment—we built our business by 
helping you build your business. Now 
Celotex roofing is nationally adver- 
tised. We will build our roofing busi- 
ness by helping you build your 
roofing business.” 

Celotex roofing will be heralded to 
trade and public as “triple sealed,” 
explained as inner sealed by sealing 
fibers and filling spaces within the 
felt; outer sealed by sealing the felt 
itself, and face sealed by sealing the 
surface with a high melting point 
tempered mineral filled asphalt, mak- 


selling time for our list of sta- 


tions, of course. But the best 
way we know to sell radio time 
is to help make radio time SELL 
MERCHANDISE. 

Next time one of us drops in, 
give us some dope about any 
job that’s bothering you. Ten 
to one you'll get some worth- 
while suggestions—and without 


even a hint of obligation. 


ing a tough, effective and lasting 
weather surface. 

-These are minimum requirements 
and certain products such as Edgseal 
shingles and siding and Thick-Butt 
shingles and siding will carry addi- 
tional features, according to the com- 
pany. Other items in the new line 
include Ver-Style application strips, 
Lok-Lay shingles, Hex-Lox shingles, 
and others. The entire line is de- 
scribed in detail in a bulky dealer 
manual which also gives explicit in- 
structions for application. 


Helps for Dealers 


Dealers will be provided with a 
wealth of sales promotion material, 
newspaper mats being excluded ex- 
cept on definite requisition, since 
Celotex feels that newspaper copy 
should be confined to those who actu- 
ally plan to use it. A direct mail 
campaign is being provided up to 300 
names and the company will expand 
its help to dealers planning to oper- 
ate on a more ambitious scale. 

The manual includes reproduction 
of the covers of the long list of maga- 
zines which have carried Celotex ad- 
vertising through the years, again re- 
minding dealers that ‘8 million dol- 
lars worth of consumer acceptance 
works for you every time the Celotex 
name is displayed or mentioned.” 

LeRoy Staunton is advertising 
manager of Celotex; Hays MacFar- 
land & Co. the agency. 


FREE & PETERS. inc. 


(and FREE, JOHNS & FIELD, INC.) 


Picneer Radia Station Representatives 


CHICAGO 
180 N. Michigan 
Franklin 6373 


NEW YORK 
247 Park Ave. 
Pinga 5-4131 


New Center Bidg. 
Trinity 2-8444 


DETROIT SAN FRANCISCO 


One Eleven Sutter 
Sutter 4353 


Exclusive Representatives: | 
WGR-WKBW .........- Buffalo | 
TREE. xenecveerssees Cincinnati | 
WHK-WCLE ........ Cleveland 
WEEEBO ccocccscccesoes Columbus 
MEE «6486060 008800608 Davenport 
WEED 266s 0e 06008088 Des Moines 
WEEE scnsneveoosceseases Fargo 
WOWO-WGL ....... Ft. Wayne 
PAE! seeeeeeveedeos Kansas City 
Poko eyrrerrrr.:. Louisville 

WTCN....Minnenpolis-St. Paul 
SRE 6066000000805 6688 Peoria 
Dt chosveneeosdanaee St. Louls 
Roe ars Syracuse 
_ | Sree Youngstown 

Southeast 
» a. . MPPUPEeer errs. Charleston 
MN. 6466%4.8400¢6000b808 Columbia 
. Sm MTEL TEL ere Raleigh 
MOG xh edaneeseeeaeen Roanoke 

' Southwest 
Sein #6000 eeebsasde Ft. Worth | 
DEK Gnecacccssseenaweas Tulsa | 

| 
Pacific Coast 
KOIN-KALE ......... Portland | 
KSFO ; ..San Francisco | 
KVI .. Seattle-Tacoma 
LOS ANGELES ATLANTA 


Cc. of C. Bidz. 
Richmond 6184 


Bona Allen Bidz«. 
Jacksen 1678 
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NEW FIRE BOARD DRIVE 


a i 

Within an hour 
...someone will be 
burned to death! 


America’s annual sacrifice to fire is ab 
most three hundred million dollars worth 
of property. .and 10,000 human beings 
Loss of life averages 27 people per dey 

more than one an hour 

Hence, Fire Prevention Week, which 
this year is October 9-15, 

But there os an agency that works every 

week of every year to prevent fire... The 
Nationa! Board of Fire Laderwrners, the 
public service orgamzation of 200 capital 
stock® fire insurance companies 


This organization works in many differ 
ent ways to prevent fire regular | 
tnspections of water supplies, bre equip 
ment, slarm systems promotion of | 
better busiding lows, safer construction | 
methods. employs trained investiga: | 
tory to essist police in apprehending fire | 

studies the causes of all fires 
to prevent others... sponsor official 
fire testing of the appliances you use in 
your home. 


oy i‘ Let us help protect your pao 
> ‘J sions with dependable copital | 
" stock company fire insurance. 


| AGENTS NAME 


and address 


Local affiliates of the National Board of 

Fire Underwriters will use this copy to 

tie in with the national organization's 
consumer campaign this fall. 


Underwriters’ 
Drive to Hit 
October Peak 


New York, Aug. 25.—The first na- 
tional consumer campaign of the Na- 
tional Board of Fire Underwriters is 
expected to reach its peak during 
Fire Prevention Week, Oct. 9-15, it 
was disclosed here today. Marking 
observance of the week, the board 
has scheduled full pages in Col- 
lier’s and The Saturday Evening Post 
in addition to its regular schedule. 

Local associations and individual 
agents will support the drive in re- 
leasing reproductions of the national 
copy in newspapers at the some time. 

The magazine list which is being 
used also includes American Maga- 
zine, Business Week, Credit & Finan- 
cial Management, Farm Journal, Na- 
tion’s Business and Successful Farm- 
ing. 

Geare-Marston, 
count. 


Pall Mall Reorganized 
With Latham President 


American Cigarette & Cigar Com- 
pany, New York, maker of Pall Mall 
cigarettes, has undergone a reorgani- 
zation, with John R. Latham suc- 
ceeding Albert H. Gregg as president. 
Robert Barnes has been named vice- 
president in charge of advertising 
and sales. Lewis H. Lee, formerly 
advertising manager, has resigned. 

Mr. Latham has been assistant to 
George W. Hill, Jr., vice-president, 
|} American Tobacco Company, New 
York. He was formerly with Young 
& Rubicam, in charge of the radio 
division. 


Inc., has the ac- 


“Herald and Examiner” 
Full Size on Sundays 


The new tabloid format of the 
Chicago Herald and Examiner will be 
used only six days a week, with Sun- 
day editions retaining the present 
full newspaper size. 

The change becomes 
Sept. 1. 


effective 


40 Time Buyers Hear 
Station Presentation 

Forty representatives of agencies 
and national advertisers were pres- 
ent last week at a luncheon tendered 
by Edward Petry & Co. in behalf of 
WGAR, Cleveland, at the Sherman 
Hotel, Chicago. 

Eugene Carr, assistant manager of 
the station, presented an analysis of 
the Northeastern Ohio market. 


RCA Features Package 


A combination 
“package,” including a radio, Victrola 
attachment and Victor records at a 
special overall price, will be featured 
in RCA Victor advertising for Sep- 
tember. 


Phillips Named Officer 


Stuart G. Phillips, advertising and 
credit manager of Dole Valve Com- 
pany, Chicago, has been named assist- 
ant secretary of the company. 


merchandising 


Kellogg Uses _ 
2 for 1 Offer 
in Kansas City 


Kansas City, Aug. 25.—In what was 
described by a company spokesman 
as an effort to build up the greatest 
body of information ever accumulated 
about sampling and its results, the 
Kellogg Company today resumed its 
far-flung sampling campaign here. 
Kellogg has used a different method 
in almost every city, to determine for 
itself the exact conditions under 
which sampling becomes most effec- 
tive. 

The method here is to distribute 
coupons from house to house. The 
coupon is exchanged for a free pack- 
age of Kellogg Corn Flakes when the 
holder buys one package. 

Radio is being used exclusively in 
promotion of the offer. Spot an- 
nouncements on KMBC urge listeners 
to be on the lookout for the Kellogg 
man with the free coupon. One night 
and three day announcements will be 
used for two weeks. In addition, a 
variety show, Kellogg’s Corn Flakes 
Frolic—is being staged on KMBC. 

This strategy is being reinforced 
by a direct mail campaign to dealers 
outlining the plan and suggesting 
that they display the Kellogg product 
prominently. The letter is unique in 
that it asks the grocers to suggest to 
their customers that they tune in on 
the radio programs. Dealers are as- 
sured their regular profit on the deal. 


Training Plan 
Set Up by EW’s 
London Office 


London, England, Aug. 15.—Erwin, 
Wasey & Co., Ltd., today announced 
adoption in its office here of a new 
training plan for prospective agency 
executives, similar in its major ob- 
jectives to that followed by the 
agency’s offices in the United States. 

The number of “trainees” will be 
limited to three during the first year. 
These young men must be between 
17 and 25 and must possess a second- 
ary school education. All branches of 
agency activity are to be covered dur- 
ing a three-year period. 

Salaries range lower in dollars 
than is usual in the United States. 
In fact, “trainees” here will receive 
no salary at all during the first six 
months. For the balance of the first 
year they will be paid $5 a week, 
with this figure being raised $5 each 
of the succeeding two years. 

It was indicated that completion of 
the course was in itself no guarantee 
of an Erwin, Wasey post, the state- 
ment being made that a “selected 
number will be offered permanent 
posts.” 


Emro Campaign Planned 


E. M. Roth Hosiery Company, New 
York, distributor of Emro hosiery, 
will begin a trade paper campaign in 
September through Monarch Adver- 
tising, New York. 


' 
| 
| 
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BUSINESS. «1S 
WHAT +o 
MAKES 


Direct - Mail - Advertising 


Automatic-Typewriting 
Multigraph-Letters 
Planograph-Letters 
Process-Letters 
Filling-in—Addressing 
Mimeographing 
Folding—Enclosing 
Stamping—Mailing 
Varityping 
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ADVERTISING AGE 


| The meeting was called at the in- 
stance of IRNA to effect changes in 


August 29, 1938 


CAMPAIGN 10 


Read the Menu Card before They 


Order.” 


Networks and Tricky Titles 


ES ne A 


HELP BUSINESS 
CALLED FAILURE 


New England Council Finds 
Leaders Lax 


Boston, Aug. 25.—New England in- 
dustry is either so callous, so inartic- 
ulate or so ignorant that it is doing 
virtually nothing to cultivate public 
good will, James W. Hook, president, 
New England Council, said today in 
collaborating with Edward L. Ber- 
nays, public relations counsel, in an 
interpretation of a recent survey by 
the Council’s industrial committee. 

The reticence of the average busi- 
ness man, Mr. Hook said, is due in 
part toa deeply ingrained competitive 
feeling which makes him reluctant to 
reveal the most insignificant facts, 
including many which are favorable 
to him. 

“IT cannot see how anyone could ob- 
ject to explain to the world just what 
has happened to the sales dollar,” 
commented Mr. Hook somewhat im- 
patiently, in explaining the difficul- 
ties of the Council in inducing any 
great cooperation from the industry 
which it is supposed to represent. 

He said that the industrial commit- 
tee of the New England Council en- 
countered so much difficulty in get- 
ting facts that its campaign, “Build- 
ing Good Will for Industry,” was 
emasculated. “It has not had a flat- 
tering response,” he said. 


Received 263 Replies 


The Council sent 2,500 question- 
naires to New England business men. 
Only 263 bothered to respond. While 
this fraction is too small to be rep- 
resentative, it contains some inter- 
esting information. 

Those replying indicated that they 
are willing to grab free publicity 
about plant expansion and develop- 
ment of new products in the guise 
of news stories painting them as 
philanthropists and business _ pion- 
eers. When it comes to trade secrets 
such as volume of freight shipments, 
most of those replying indicated that 
they consider such information sa- 
cred. 

Only 18 cooperate with newspapers 
to any extent; 29 provide press re- 
leases. When it comes to advertis- 
ing, the ratio falls sharply, only 5 
indulging in anything of this nature. 
The radio record is even less flatter- 
ing. Eight of the 263 consented to 
deliver orations via radio, four pro- 
vided information when it was re- 
quested, and one spent some money 
advertising on the air. 


Industry “At Sea” 


The idea of the average manufac- 
turing executive about advertising 
consists of identifying his plant with 
a sign, 75 indulging in this publicity 
orgy; 49 not only name the company, 
but give the passer-by the title of the 
product or products produced, and 
32 go so far as to reproduce the com- 


pany’s trade-mark on the sign. 

Mr. Bernays took up the burden 
here. 

“The conclusion is that industry in 
New England is just as much at sea 
about its present status as industry 
elsewhere in the United States, but 
that it has a feeling that public re- 
lations may be helpful,” said he. He 
suggested a second survey to ascer- 
tain just how the public judges busi- 
ness—what it accepts and what it) 
rejects in the business conduct and | 
attitude. 

“The business man of today must 
regard public relations as a basic and | 
underlying part of his responsibility | 
to the world he lives in,” the expert | 
concluded. “He must recognize that | 
only if public interest and private | 
profit coincide can he maintain and 
develop his business and the broader | 
system of which it is a part.” 


Pope Switches 
Bayard F. Pope, Jr., formerly secre- | 
tary and account executive, Thornley | 
& Jones, Inc., New York, has joined | 
the staff of Griffes @& Bell, Inc., New 
York, as account executive 


IRNA Discuss 
New Relations 


New York, Aug. 23.—Network offi- 
cials representing Columbia Broad- 
casting System and National Broad- 
casting Company met with the mem- 
bers of the executive committee of 
the revived Independent Radio Net- 
work Affiliates at the Waldorf-As- 
toria here yesterday, in accordance 
with action taken at the IRNA con- 
vention in Chicago, but the outcome 
was shrouded in secrecy. Those who 
attended declined to comment. 


| their relations with 


the networks 
and, at the same time, to lay the 


| groundwork for a united front at the 


forthcoming FTC investigation. 
Samuel R. Rosenbaum, chairman 
of IRNA, and president of Station 
WFIL, Philadelphia, headed the affili- 
ates’ committee. CBS was repre- 
sented by Edward Klauber, executive 
vice-president, and H. V. Akerberg, 
vice-president in charge of station re- 
lations. NBC was represented by 
Lenox R. Lohr, president; William S. 


Hedges, vice-president in charge of 


station relations; Frank M. Russell, 


vice-president at Washington, D. C., 
vice-president 


and Niles Trammell, 
in charge of the central division. 


Presage Rich 
Casualty Meet 


Osterville, Mass., Aug. 25.—If the 
actual addresses are as catchy as 
the titles, the Insurance Advertising 
Conference will enjoy a successful 
meeting here Sept. 12-13. David C. 


Gibson, Maryland Casualty Company, 


has picked as his subject, “So You’re 
Going to Select an Advertising 
Agency!” Not to be outdone, C. J. 
Fitzpatrick, United States Fidelity & 
Guaranty Company, will tell the con- 
vention that “Even Agents Prefer to 


While many of the addresses are to 
be of the general nature indicated, 
some will cover specific phases of ad- 
vertising. Stanley F. Withe, Aetna 
Casualty & Surety Company, will dis- 
cuss employment of motion pictures 
in insurance selling, while John Ash- 
mead, Phoenix Insurance Company, 
has chosen radio as his topic. 

W. J. Traynor, North British & 
Mercantile, will tell how to merchan- 
dise calendars, and W. J. Mason, Na: 
tional Fire, will talk on photography, 
taking the position that the adver- 
tising manager of an insurance com- 
pany should roll his own. Earl E. 
Vogt, Millers National, will dissect 
direct mail. 


LOOK LEADS 


ALL OTHER MAGAZINES 
IN NEWSSTAND SALES 


“There's something to think about! LOOK 
averaged 1,555,000 buyers, per issue, at 10c a 


copy, for the first 6 months of 1938—more 
newsstand buyers than any other magazine, 
selling at any price. That’s what you really 
call demand circulation! No wonder adver- 


tisers have invested nearly $1,000,000 in 


LOOK since last November. LOOK reaches 


the people who not only have money to spend 


but an active audience that is buying now.” 


AMERICAN FAMILIES 
PAID $2,000,000 FOR 
THE 13 ISSUES OF LOOK 
PUBLISHED IN THE FIRST 


6 MONTHS OF 1938 
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How to get more Sales and 


Read this article about the Townsends by the 
Editor and Vice-President of Advertising 
he had invited the Townsends to 


« 
+. 


Evaluating Kenneth Goode’s Article 


by W. S. 


Did you read it? That article by Mr. Kenneth Goode in the August issue of 
Advertising & Selling, entitled “Evaluating the Townsends.” If you missed that 
article you really missed something. It certainly was a honey. 

We have been invited by the owners of Advertising & Selling to comment on 
Mr. Goode's article. And before we go any further, for the many of you important 
gentlemen who have probably never heard of “The Townsends"’ we would like to tell 
you what the shooting is all about. 

We, “The Townsends,” say that through years of research we have finally identi- 
fied the basic underlying factors which cause your advertisements to succeed or fail. 
We call our Method Advertising Evaluation. And we say that through use of our 
Method you can audit an advertisement and determine whether or not it contains the 
27 basic selling elements we have identified. And by doing this you can determine 

before publication—which of two advertisements with equal opportunity will sell 
more goods—and why. 

Mr. Goode and many of his distinguished colleagues take violent exception to 
our statements. 

Although the editors of Advertising & Selling state that Mr. Goode was “disin- 
clined for personal reasons” to write the article, they finally persuaded him to do so: 
“To re-examine the Townsend operation.’ Mr. Goode’s article displayed the handi- 
work of the literary master. It was so brilliantly scathing and so nonchalantly 
ignored facts favorable to the Townsends that we feel the title might well have been 
“Annihilate the Townsends.”’ 

Although the formula for its contents was 98% opinion and 2% fact, the article 
was nevertheless skillfully convincing. Indeed, we believe that if we ourselves had 
had no real information concerning “we ourselves,” Mr. Goode’s article might have 
convinced us that the matter is still hopeless, namely: That there is still no way to 
tell a good advertisement from a bad one before publication and that you advertisers 
must continue to bet your advertising dollars on the basis of opinion instead of fact. 


‘Why the Townsends?”’ 

Viewed impersonally and analytically, the article exposes an historically correct 
picture. It exposes a champion of the “old order of things” lustily hewing away at 
the feet of progress. 

And besides, if anybody could do it “Why the Townsends?” Why Eli Whitney? 
Why could Whitney invent the cotton gin? He didn’t plant cotton. He didn’t pick 
cotton. He didn’t spin cotton. Soin the name of high heavens, why Whitney? 

In other words, Mr. Goode has used five full pages, plus one column of words 

just to say what any good advertising man can say ina headline and sub-head. And 
since Mr. Goode is a good advertising man, he might have written his whole article 
in these brief words 
Despite the Townsends—or anyone else, 
You can't be sure of profits from advertising. 


And we somehow feel that Mr. Goode’s article would have carried more con 


viction and come nearer his usual standard of authoritative writings had he elimi 
nated certain expressions from it. Expressions that flow impulsively from the blind 
emotional desire to hurt the other fellow’s feelings and destroy his business. Ex 
pressions such as these heer ignorance “make promises apparently impossible 
of performance”’—‘“for their own unrestricted exploitation.” 


Anyone trained in the Townsend Method, and any client that uses the Town 
send Method, and any agency that applies the Townsend Method can tell by glance 
ing through Mr. Goode’s article that he doesn’t know anything about the Method 
he is attempting to write about 

It is obvious that Mr. Goode never examined the Townsend: operation, much 
less re-examined it. Or, if he did so, the examination must have been made through 
i telescope wrong end to 

And this is unfortunate Indeed, it appears to us that Mr. Goode’s artic! 
is an unhappy accident to the advertising profession which he usually so ably rep 
esents And yet in some fashion it is typical. It is precisely the kind of accident 
Which the Townsend Method was designed to prevent from happening to an adver 
tisement. The kind of accident that occurs when one relies on opinion instead of 
fact. 


\ careful reading of the article reveals a dearth of facts about the Townsends 
nd great bucketfuls of opinion. Obviously and naturally it takes the viewpoint of 

old order. It assumes impossibility for the solution of a problem which causes 
ntold economic wast \nd it encourages those who have incurred that waste to 
put cotton in their ears, blinders on thei ves and keep away from the horrid fel 
ws who presume to say that at last a way has been found to assure more profitabl 
idvertising 

Yes, Mr. Goode says, don't listen to the words of successful business executives 


who run large American c« porations like Oakite like Quaker Oats: like Wm 
Wrigley Jr. Company: like Bristol-Mis (‘ompanv: like Phileo Radio and Televisior 


“Evaluating the Townsends” 


Townsend 


Corporation. Don’t listen to these men and for heaven’s sake don’t look at their 
rising sales curves! 

And while Mr. Goode mentions the fact that many prominent companies pay 
well for the use of the Townsend Method, he would have you ignore this. He would 
have you forget that if the Townsends had contracted to deliver certain valuable 
information and services and had then failed to do so, these companies could, and 


would have, promptly and legally, broken those contracts. And you would have 
known about it. 


A Honey of a Title 

Indeed, Mr. Goode protests—No one can be sure of profits from advertising! 
Granted! But those in the industry of serving advertisers can’t really believe that 
as a general experience. 

And again we are “amazed.” For some years ago we read with avid interest 
a useful book written by Mr. Goode and Carroll Rheinstrom, under the title “More 
Profits from Advertising.” A honey of a title that sold many a book. Then three 
or four years later we read another one which he wrote entirely by himself, called 
“Modern Advertising Makes Money’—another honey of a title. 

Years have passed and evidently faith has failed. And Mr. Goode, now a battle- 
scarred veteran, having seen many losing campaigns, tells you: Jt can’t be done! 

But we reassure you. Even in the face of Mr. Goode’s brilliant crucifixion of 
advertising—we tell you that it can be done. We remind you that there is a rea- 
son for everything. That when one advertisement produces many more sales than 
another where opportunity has been equal, there is a reason, and the reason lies 
within the advertisement itself. And we give you new hope of more sales and more 
profits from your advertising by telling you that years of research have identified 


or 


27 of the basic underlying factors which cause your advertisements to succeed when 


included—and fail when omitted. 

We tell you that these elements are basic and universally applicable and that 
practical field tests have proven this to be true. 

We tell you that it is possible through our Method of Evaluation to audit your 
advertisements before they go to press and to quickly and with certainty ascertain 
whether those 27 basic elements are present in your advertisement. Or whether they 
are absent. And if they are absent the Method shows how they may be included 
auickly and easily. 

You Know Each Player 

We tell you that a Townsend trained agency or evaluator looks at your adver- 
tisement as though it were a 27-man football team. Through training in the Town- 
send Method he is able to recognize each player no matter what uniform he wears. 
He knows which element plays full-back, which plays half and which plays the 
other positions on the team. And if such a Townsend trained man examines your 
advertisement and finds that you are leaving many of your good players sitting on 
the bench, he will tell you to take those players off the bench and put them in the 
line-up. Then when your team goes into action you get more yards—more sales 

more profits—from your advertising than if you omitted them. It is inevitable. 

We have waited many years to make this statement. We have waited until the 
Method had been tried in industry after industry and proven its sales producing 
ability 

Mr. Goode and many others of his profession would have you pay no attention 
to the fact that more than thirty million dollars worth of advertising is now being 
built according to the Townsend Method. He and many others in his profession 
would have you close your eyes and ears to the fact that more than 200 intelligent, 
sensible, experienced business concerns have chosen to publish advertising built 
according to the Townsend Method. And that they came to this decision only 
after the Method was thoroughly investigated by themselves or their able agencies. 

jut why? Why do Mr. Goode and so many of his distinguished colleagues 
scream to the high heavens, Beware——it is hopeless! 

Again we say there is a reason for everything and the reason for this attitude 
is plain and simple. These gentlemen, honestly and sincerely, believe that it is 
impossible for you to know before you publish your advertisement whether it will 
succeed or fail. Why do they believe this? Again the answer is simple. They have 
seen sO many campaigns, which on their face seemed winners, prove worthless, that 
they are sold—-sold—sold .. . on uncertainty 

Mr. Goode and many of his brilliant colleagues are also sold on the fact that 
jou, Mr. Advertiser, do not want profitable advertising. In his article Mr. Goode 
emphasizes this point. He says: “When, as and if the gentlemen from lower Georgia 
do discover, along with the more sadly experienced professionals, that there is little 
sale for, and practically no call for, profitable advertising as such 

If nothing else in Mr. Goode’s article stopped you and made you think, this one 
should have. Many of the ablest professionals are sold on the fact that they must 
give you what yow like regardless 
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This is the article which 
€ Selling refused to publish even after 


Townsends. 


write it for his publication 


2 


ee ee 


We have been told by a number of able advertising agents that in the profession 
a good advertisement is an okayed advertisement. We do not know that this is 
true but from what we have seen, heard and observed, we suspect that it is. 


Advertisers Largely Responsible 

You advertisers are largely responsible for this situation. You insist on what 
you like, or what your wife likes, or what the president likes, and you compel the 
agency to make this change and that change and the other change in the copy and 
layout they submit, and you do this when you yourselves often have no sound scien- 
tific basis of fact to justify you in demanding those changes. 

We have had many competent agents tell us that through their years of ex- 
perience they have seen a high percentage of their best ideas go into the waste 
basket because the client “didn’t like it.” 

It is important for you to remember that the client-agency relationship is more 
often than not on a basis which compels the agent to “yes” you in order to hold 
the account. And this is a dangerous situation for you. And it is an unhappy situa- 
tion for your agent. For he is in no position to demand that you publish an adver- 
tisement which he believes will bring more profitable returns than the one which 
you are willing to okay. 

Now, on your side, Mr. Advertiser, there is something to be said. The reason 
this condition exists—the reason you can always win an argument with your agent 
—is simple. Heretofore your agent has been somewhat in the same boat with you. 
He has had no actual scientific basis of measurement which he could lay on the 
table in front of you to justify the design and construction of layout and copy 
which he submitted to you. When there was a difference between you it was a dif- 
ference of opinion. And since you are the customer and sign the checks ... you 
are always right. 

To be fair to all concerned, and with a desire to bring a clearer understanding 
of the present situation, and of the causes which have created it, and to help those 
who suffer from its imperfections, we offer the suggestion that the whole matter 
is explained by the simple statement that heretofore advertising has been built and 
bought largely on the basis of opinion instead of measurement to certain standards. 

Therefore, when Mr. Goode in his article makes the statement: “Nothing can 
be done to advertising copy that will necessarily improve any given advertisement 

-Or any given series of advertisements to the point of making it profitable’’—we 
are inclined to disagree with Mr. Goode. We must tell you that our researches have 
demonstrated that by getting your facts in advance, and substituting your findings 
for opinion, you can be more sure of sales and profits from your advertising. 


Emotions Are Standardized 

Many people have said: “Townsend, how can you be sure? How can you build 
advertising scientifically when it deals with human minds? And human minds are 
different.” The statement is true so far as it goes, but it does not go far enough. 
The fact is, advertising does not deal with human minds, it deals through human 
minds with human emotions. And while minds are different, human emotions are 
as standardized as the parts of a Ford car. 

An advertisement is aimed at securing a specific action. And a specific action 
comes from a specific emotion. And a specific emotion is generated through a spe 
cific thought structure. 

Therefore, knowing the desired action; knowing the emotion which inspires it. 
one may intelligently proceed to use precisely the words and illustrations required 
to create the specific thought structure necessary to produce the specific emotion 
which achieves the desired action. Our researches prove it. And the experiences 
of Mr. Goode and his contemporaries prove it. For often, through native genius 
and ability, and “by the grace of God and good luck,” copywriters do use in build 
ing an advertisement the very words and illustrations essential to achieve action 
And the result is a tremendously improved return on the advertising dollars in 
vested. But the next time they may fail to use the best suited illustrations and 
words or you, the client, may insist that they make changes, and then the advertise- 
ment, with equal opportunity, may be reported “Sunk without a trace.” 

Experiences like these—the uncertainty of results—make Mr. Goode and his 
colleagues say, Beware—it is hopeless! But they overlook one important fact which 
has been pointed out by our own Dr. W. J. Reilly “Experience often teaches us 
things which are not true.” 

Many of these top-notch professionals who stomp in and resign big accounts and 
who rush into print and who dash into your office shouting “Impossible” 
sible’——“‘Impossible”’ 


“Impos- 
are sincere, honest, able men who know that they are right. 
But who, happily and actually, are wrong. They are the standpatters. They are 
entrenched tradition. And . their type is the balance wheel of civilization. 

A Purpose Is Served 

Many people may unthinkingly conclude that conservatives like these delay 
progress and often prevent the great masses of men from quickly recognizing and 
utilizing the new and better. But that is not actually true. The temporary delay 
which they occasion more often than not saves time. It is their wise, questioning, 
skeptical attitude which compels quicker perfection of the new and better processes 
And in the long run saves time and actually speeds progress. 

In the preliminary stage of our business we recognized and sympathized with and 
valued the criticism of such able brains. The free publicity they give us is invaluable 
And we here and now express to them openly and sincerely our heartfelt thanks. 

But we, like Mr. Goode, are human beings. Although, as Mr. Ralph Adams Cram 
points out in the American Mercury, August issue—at times “we do not behave like 


human beings.” And if, in replying to Mr. Goode’s article at the invitation of the 
vice-president of Advertising & Selling it may seem to Mr. Goode that we are not 
now behaving like human beings, may we call friend Ken’s attention to page 33 of 
Mr. Lin Yutang’s latest book, “The Importance of Living’—and particularly to that 
line on that page which reads “Gently reminding ourselves that we are children of 
the Neanderthal or the Peking man, and further back still of the anthropoid apes, 
we eventually achieve the capacity of laughing at our sins and limitations, as well 
as admiring our monkey cleverness, which we call a sense of human comedy.” 

But this is not “monkey” business that we are discussing. This is serious. 

It is a serious fact that millions of men and women are out of work in this 
country today for the simple reason that more of us know how to make goods than 
know how to sell them. And it is also a serious fact that our researches have proven 
indisputably that advertising per se is the high speed, high production selling tool 
of business. It is a serious fact that our field tests have proven that advertising 
built according to our Method advertising that contains the 27 basic selling 
elements has the power to combat recession and resist depression. It has the power 
to improve sales and increase employment and purchasing power and prosperity. 

And if that is true—and it is true—it is important that you as a business man 
should understand it. And that you should use more advertising and get more sales 
and thus employ more people. 

“Ah!” Mr. Goode may retort—‘but that’s nothing new, we all know that.” But 
herein Mr. Goode again would be wrong. Faith in advertising is very thin. Most 
business men consider their investments in advertising as more uncertain than any 
others they make. And most of the advertising professionals to whom we have talked 
call their business a game. Some of the lesser ones even call it a racket. 

And this lack of faith is stimulated and encouraged by the kind of article which 
Mr. Goode has written for Advertising & Selling. But Townsend and Townsend, Inc., 
and W.S. and A. J. Townsend, two country boys from Georgia, are undertaking and 
contracting to build in the minds of business executives a new confidence and a 
new faith in advertising. 


What Do the Townsends Want? 

Just what do W. S. and A. J. Townsend want for themselves out of this enter- 
prise? Out of this fascinating, interesting, exciting endeavor? Do they want to use 
their Method, as Mr. Goode stated, for their “own unrestricted exploitation” ... ? 

For your answer I quote from a letter written more than two years and two 
months ago to a prominent national advertiser. Read it, and then judge for yourself 
what W. S. and A. J. Townsend want for themselves. 

We quote the letter so that you may judge for yourself. It reads as follows: 
“Dear Mr. — — —. 

“We would like your advice. 

“My brother and I, having had a million dollars on one or two occasions, realize 
that money is not the chief reward. That to be of use brings the only real 
satisfaction. 

“We know that if the scientific Method we have developed were in universal use, 
there would be few, if any, unemployed. This would remove the New Deal’s oppor- 
tunity to tinker with the machinery. Also, it would promptly relieve the present 
great burden of human distress and misery. 

“What would you think of our turning over this Method, lock, stock and barrel 
to a selected group of important advertising men? This would permit them to use 
it every minute of the day and get the fullest and most prompt value in the way of 
increased business from its operation. 

“Our present procedure is cumbersome and slow. Attached is a brief outline of 
the plan which might quickly put the Method to work, bringing many benefits to 
many people, and at the same time give us what we want, namely, security. 

“We shall appreciate your comments. 

Very cordially yours, 
Townsend and Townsend, Inc. 
W. S. Townsend.” 

On May 20th, 1936, the man addressed replied to this letter by saying that he 
would like a little more time to study the matter thoroughly. 

The proposition was not accepted then, and let us state frankly that at the time 
we made it there was not sufficient evidence of the integrity of the Method to justify 
such a prominent advertiser to lend his name to it. But since May, 1936, there has 
been so much evidence showing the profit-producing ability of the Method that we 
believe you and every other advertiser are amply justified in devoting sufficient of 
your personal time to the matter to make a thorough investigation. 

And truly and sincerely the main motive which inspired us to write this, our 
first article for any magazine, is to keep you from being misled and thrown off the 
track. To protect you from those potent pens, trained and skilled in the business 
of selling ideas at so much per idea. 

And to one of the ablest of these we now pay our tribute by writing this article. 
His potent pen has stung us out of our policy of “Stick to your knitting and say 
nothing.” 

When the great Goode descends into the smelly pit of gossip and comes up with 
two hands full of mucky points—and devotes his brilliant brain to a discussion of 
those points—points “sleuthed out” “single handed” by his newly chosen pal : 
Well! As the immortal Shakespeare says: “It doth our nostrils much indignation 
cause.” 

If Mr. Goode had taken the time to read Business Week of June 18th, he would 


Please turn to next page 
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have seen a statement by us to the effect that these 27 points which Mr. Goode says 
his pal “sleuthed out” into the open were not even close to being the Townsend 27. 
Or he might have just lifted his telephone and called Townsend and Townsend, Inc., 
and for five cents have discovered that these points were not truly the Townsend 
points but were actually what his new found pa! called them in his document of 
revelation—‘dull reading, uninteresting. School-boy stuff.” 

We are forced to the conclusion that Mr. Goode did not even read the document 
of revelation, for, within itself, it contained acknowledgment of the spuriousness 
of its points. In the document is a plain statement that the great sleuth had discov- 
ered that the Townsends had only taught their Method to the “tops and principals 
of companies”—honorable men who were unlikely to violate contracts and reveal 
secrets. 


‘Analytical Competency?”’ 

If Mr. Goode did read the document of revelation, then in describing his discus- 
sion of the points, we must use these words taken from his own article. His discus- 
sion is “distinguished more by its enthusiasm than by conspicuous analytical com- 
petency.” 

And while we are using Mr. Goode’s own words, we cannot refrain from saying 
that only Mr. Goode’s unfamiliarity with the facts alone can account for his wasting 
practically two good columns of white space to suggest that Townsend and Townsend 
break down and present documentary evidence of their years of research. This 
statement alone proves that Mr. Goode never examined, much less re-examined, the 
Townsend operation. For many of Mr. Goode’s friends and acquaintances who really 
examined the Townsend operation have been through the Townsend offices and looked 
at the Townsend research files. And in addition, press representatives have seen 
these files and those who have seen them have expressed their amazement at the 
detail and the amount of work involved in these researches. 

We: hope Mr. Goode will—when in a peaceful, dovelike mood—drop in and see 
us—the address is 30 Rockefeller Plaza, New York, N. Y. 

Among many other research files he will find one bank containing more than 
one thousand advertising campaigns-——clipped, dated and currently kept up to date. 
Industry after industry is represented there. He will observe how each advertisement 
in specific campaigns is taken out individually and broken down word for word, 
thought for thought. And how the number of the basic elements which it contains 
are identified and evaluated. And how each individual advertisement is given its 
specific effectiveness rating. He will see how months are devoted to the study of a 
single industry and how when those studies have been completed, then Townsend 
field men call upon advertisers and wherever possible check the Townsend adver- 
tising effectiveness curves against actual sales trends of the advertisers. This will 
no doubt surprise Mr. Goode, as it would surprise many of his distinguished 
colleagues, 


Examine the Organization 

Also, Mr. Goode might be surprised—but, we are sure, pleasantly surprised—to 
meet some of the distinguished members of the Townsend and Townsend organization. 
He might be delighted to shake hands with Dr. William J. Reilly, our general man- 
ager, the famous father of “Straight Thinking’—who was financed by Carnegie 
Institute of Technology and by the University of Chicago to make a factual and 
impartial study of the facilities and performances of advertising agencies and their 
research departments—a study so ably done that it brought him the Master’s degree 
in Science from Carnegie Institute of Technology, and the degree of Doctor of 
Philosophy from the University of Chicago. 

Mr. Goode would undoubtedly find pleasure in entering the private office of our 
director of research, his old acquaintance, Mr. Albert E. Haase. He might recall that 
Mr. Haase was for years the managing director of the Association of National Adver- 
tisers. He might recall that Mr. Haase has spent almost two decades in observing 
and examining copy-testing methods to determine their integrity and effectiveness. 

He might further recall that Mr. Haase has long been interested in evaluating 
other aspects of advertising. It is a matter of record, for example, that Mr. Haase. 
when he was directing head of the Association of National Advertisers, played a 
large part in the research leading to the establishment of the Co-operative Analysis 
of Broadcasting, an organization which evaluates the popularity of radio programs; 
and the Traffic Audit Bureau, an organization which evaluates outdoor advertising 
circulation and that more recently he directed jointly with Dr. Miller McClintock, 
then of Harvard and now of Yale University, for the Advertising Research Founda- 
tion of the American Association of Advertising Agencies and the Association of 
National Advertisers, a study which shows how to evaluate window display circula- 
tion (This last “evaluation” study—the one on window display, Mr. Goode may 
recall received first prize and the medal of honor from Advertising & Selling itself, 
early this year as the best advertising research of 1937. 

And Mr. Goode might also enjoy renewing his acquaintance with the two country 
boys from Georgia, to whom he once wrote a letter saying that their Method had 
established a higher score of correctness on a standard set of test advertisements 
than had any individual professional to whom they had been submitted. 


Minds Can Be Changed 


Mr. Goode, by observing the checks that flow through the Townsend offices day 
in and day out, month in and month out, from satisfied, prominent, intelligent clients, 
might arrive at the sound conclusion that, through lack of investigation and exami- 
nation of the Townsend operation, he had failed to keep himself abreast of the times. 
And he might conclude that if he had taken the time to examine the facts he might 
have avoided what is probably the first serious error in a long and brilliant career. 

Somehow, in some fashion, Mr. Goode and his colleagues have jumped to the 
conclusion that Townsend and Townsend have pulled their ideas out of blue sky. 
Many do not realize the thousands of hours and the young fortune that have gone 
inte their researches. 

This attitude is natural and understandable. It is the attitude of entrenched 
tradition which, having much to defend, finds itself with insufficient weapons for 
defense. 

Let me confess frankly that Mr. Goode has proven the perfect stooge for us by 
having written this article. We feel that when a man of his prominence and ability 
evaluates the Townsends on the old basis-—98% opinion and 2% fact—at last our 
moment has arrived. The moment when we cannot be unjustly criticized for coming 
to our own defense. And to the defense of advertising. And if we lay on lustily. 
it is but a tribute to the prestige of the man who attacks. And in the words so ably 
used about us in Mr. Goode’s article may I say, “let me emphasize with all the force 
at my command that nothing that I have herein written is intended to belittle” 
Mr. Goode or his ability as an author and a writer in the field of advertising. 

The fact is that we know Mr. Goode is one of the ablest advertising authorities 
How do we know? We have read most of his writings and in the light of our own 
researches we stake our reputation on the fact that he and John Caples put their 
finger on the button more often than any other writers in their field 

This man Goode knows his onions. In a big way. But unfortunately he knows 
so much about the shortcomings of his profession that he is unprepared to believe 
Y number of years ago he and Mr. Carroll Rheinstrom proved through field tests 
that the average advertising professional could not tell a good advertisement from 


a bad one He proved to his own satisfaction that it was impossible to tell a good 
advertisement from a bad one And that’s why he sincerely does not believe “The 
Townsends” are possible Suv oa copy of ‘Nore Profits fron Advertisine” read 


chapter one and see for yourself 


It must have been a dramatically disillusioning experience for Mr. Goode to have 


accumulated a group of advertisements which had already been published under as 
nearly as possible similar circumstances and on which the returns were known, and 
to have submitted those advertisements to a thousand advertising professionals and 
come out with the fact that “They might as well have tossed a penny to decide the 
issue.” For the difference of opinion was as nearly as possible mathematically 
divided, says Mr. Goode. Just about one-half picked the wrong ones for the winners. 

But averages are dangerous and deceiving when you are doing business with 
individuals, and that same test proved that some of the individuals involved made 
scores running in the high 70’s. This is tremendously important. Our own 
researches show that in the advertising profession today there are a number of 
brilliantly able brains. There are men and agencies who produce advertising that 
has a consistently higher effectiveness rating than the average. In other words, it 
pays to be careful in selecting the man and the agency to build your advertising. 
And you cannot rely on size alone. 

Mr. Goode’s personal knowledge and experience are calculated to make him take 
exception to the Townsend and Townsend full page advertisement in the New York 
Sun of June 30th. We can see Mr. Goode’s bristles rising when he saw the word 
“Law” of advertising. We can hear him say “who do these guys think they are? 
These guys from lower Georgia. To establish the ‘Law’ of advertising. Do they 
think they are Einstein? Or Newton?” And we sympathize with his viewpoint. 

The fact is, we did not realize we had discovered a law until a prominent scientist 
wrote us saying that we had. And we got a great “thrill” out of that. We had 
never discovered a law before. Naturally it was thrilling—exciting! 

So we used the word “Law” deliberately in that advertisement in The Sun. We 
knew it would cause a lot of talk. We understood that much of that talk would be 
unfavorable, but what some people think of us is not important—the important thing 
is that this is the law—call it a “Rule” if you prefer. 

There is a direct relationship between the results produced by an adver- 
tisement and the number of basic selling elements which it contains, and the 
sequence in which those elements are used. 

And, my friends, you can’t break the law with impunity. 

You can’t break the law of nature without paying the penalty of ill health. 

When you break the law of gravity you fall down and go “boom.” 

You can’t break the Ten Commandments—if you violate them they may break 
you, But you can’t break them. 

And you can’t break any law or rule of advertising without paying the penalty 
of wasted dollars, lost sales, reduced payrolls and less employment. 

Now, at this point, to refute Mr. Goode’s insinuation that we claim Utopia let 
us quote from a brochure which we send to interested advertisers: “The Townsend 
Method of Evaluation and the Townsend Law of Advertising are no substitutes for 
your knowledge of your own business, nor for the imagination, skill and creative 
ability of your advertising agents. But in the hands of able, experienced executives 
and agents, they produce more sales and earnings at no extra cost; they insure your 
entire advertising appropriation against unnecessary loss, and they assure you out- 
standing advantage over competitors who continue to advertise on the old hit or 
miss basis. The advertisers who now use the Townsend Law are no longer ‘on 
the track’ today and ‘off’ tomorrow. 

“They have achieved consistency .. . heretofore the missing element in adver- 
tising. 

“No wonder you find such enthusiasm among the many users of the Townsend 
Method. Their enthusiasm is based on performance records. 


Sound Procedure Followed 

“How did they get such records? The answer is, by taking certain definite steps: 

“(1) Sanely and calmly putting to work their own knowledge of their own 
business and of the market opportunities that exist for their business. 

“(2) Drawing sympathetically and wisely on the brains, imagination, skill, and 
creative ability of advertising agents. 

“(3) In a number of instances, having a new sense of certainty concerning their 
advertising expenditures, they have increased appropriations. 

“(4) Insisting that their advertisements be built according to the Townsend Law 
of Advertising, thereby consistently getting full selling power into each 
and every advertisement they publish. 

“That is how these companies have stepped up sales, stopped waste and increased 
earnings ... at no extra cost. And what they have done you can do... at no 
extra cost.” 

Yes, experience shows that when you comply with the Townsend Method, when 
you know the elements and use them, then you will begin to realize that advertising 
per se is the most economical, powerful, profitable selling instrument available to 
industry. You will see for yourself that it has the power to do for you what it is 
today doing for many of America’s most prominent advertisers. That it increases 
your sales and profits. 

Because of lack of familiarity with his subject, Mr. Goode complained that we 
have “made promises apparently impossible of performance” and that we have posed 
as having some mystery and magic. Happily that is not true. We have often said 
in public addresses and otherwise that we have done no more than anyone else could 
have done. And can do. We have simply examined what has been written and used 
in connection with advertising and through research and test have selected the 
most profitable and useful. 

No man could use in any single advertisement all of the thoughts and elements 
which have been suggested by various advertising authorities. The question was 
very simple: Which are the best? Which are the most profitable? 

Through years of study and research we have selected the 27 selling elements 
that belong in each of your advertisements. And the results obtained through the 
use of these elements in over thirty million dollars worth of advertising justify our 
saying that we have made a wise selection. For wherever they have been fully 
applied there has been an obvious and prompt increase in sales beyond the industry 
trend. And many of the companies using these elements have found them helpful 
in defeating depression. And 52% of such companies—having achieved a new confi- 
dence in advertising—are investing more money in advertising in the depression 
year 1938 than they invested in 1937. 

And this means more jobs for people who need them. And that’s important 
And that’s the main reason why we consented to write this article for Advertising 
&§ Selling. 

Let us say frankly that having accepted the suggestion of the vice-president of 
Advertising & Selling and having written the article and having broken our policy 
of “Stick to your knitting and say nothing” we yet doubt that the article will be 
published by Advertising & Selling. 

Because we note on the very first page of the publication that Advertising 
&§ Selling is: “A journal of interpretative discussion for those engaged in advertising 
and marketing.” And we are sad. For it seems obvious that Advertising & Selling 
is very much a part of the advertising profession—the very world that Mr. Goode 
represents. And as Mr. Goode says in finishing his article, “This time, the adver- 
tising profession is the public! We've been dishing it out for 50 years. Can't we 
take it?” 

We wonder'!! 

W. S. Townsend 

President of 

Townsend and Townsend, In 
30 Rockefeller Plaza 

New York, N. Y 
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@ It's hard enough to get consumers to read adver- 


tising...let alone retailers... yet rotogravure has 
repeatedly demonstrated its ability to do both. 


The letter on the next page from an outstanding 


maker of women's garments, who has used the 
Rotogravure Sections consistently for the past 7 
years, explains how this unusual advertising reaches 
both consumer and retailer... thus actually pro- 


viding More for Advertising Money. 


‘ ad Toe my Wd rhe Min od r * . 
{th ae vy ‘ rie ead ‘ sy Pi erage ys aoe: ES ae Gin ie ee ie 2 Eee ¥ ete: vie “ lf Sa 
oe «' . i s ; : ae ak rt oe iis - ae Mi, ; =a S ig i ‘ hae ie * : pagts £ 5 oe ea “ts Pe ied 
" ? ; : eee é 3 ‘0a 
rs Bee ¥ Tio 2 gi! 
. Pe _ . * si , = il ke % a P a ea et Te med <i es : 
at) > de ey, we do ee Rae gen gee ee wile eS ee ees i: ie 
ae P > . ; oe sh oe ! ah oT cole oe Pe Mar 6 Ne ee a ee a 
’ = ie ‘3 ree eae ys — < tas 
j * 3 4 _ “ : @ = — , ay 
b : * ‘ | WYP | MW 
~ an 
ee. : . ey ae en 
ees a i. ; cali a ad ee ae : cee 2 ai 3 es . *z eee 3 oe 
- 7 ’ ~— a |, ie = EE OE “ : rae me as 
, fo wee ie = $ 3° a.) 2 ee ee = 
: a T_=_ 6 he & ae a 2 a x 
2%) : rs * 0 eee ad Se ge my eo nto 2 i5u- oe Pg eis oes 
en Powe Fee PL. | Wises ae : on ae me oe ys A 5 Be wd vi 
‘ 7 ee er ee " ie on “ hse 5 ¢ 2 sills ee we 
; 3 : a Cs ines — z — | oo. ae wae 
: cee ey 2 tee So ees b's ae » . ; 2 5 ; ioe ef gee 
“4 ss ~ ™ ee 7 a SS 7a | , a a >, Mili aud Whee. es 
ti Sagi — a oa, — : Ce paige Tam 
‘ Pe , 9 a a ee \ ao ae : iis 
4 " : jf : ea eee eo! ¥ : , » = 
' er ae = Sb ee Se ee Be. : = ater y Pipe 
ae ; ~ ee is | poe oT ; ; a : a Becki i 
- * , mo ae! 1S, rte nas. (a : - ——_ 
A oa “aie J * *’ ae _ 
: : eee : ae ke — 
. a bs ary | c. | 
: 7 ; 4 by tena - ! a > i = = a age Gi s = - = SO ee °c o— ae Ee sie es in ; ee 
Zz . : : ‘ 2 . i = Ph ag Ss "hoe a i ay Ce ys Kind : ae i, a i - 
&s 4 ms , . ” -_ aE ee a. a ae iy % a it geen Wee Sl ee Se oe eer ' 
a . = 73 y : a F r aaa eT. a ee a ¥ rat yg BNI, = 4 ‘; ea ae a weer . 
, " ' . j sae ae ate. + ners By SA tage ae oe ae: 
‘. ag Shs a) Seas Ai =e eee . a . yee ae 2 ne Beret « f a 
al : ae a Se a % id event ae BNR, Oh <a S 4 
. - ‘ wy ae, - Sm Pee cat ee Reps NS . ‘ ew, 4 gee |*y ta } i 
a es ‘4 ‘ i # ® a ee i oi : os io 2s aioe ¥ % i. ei as ‘ak ’ - . ag ? es ; L 4. 7 bei 4 *; ‘pe : 
F ; > ' a Be aed ie meee a, > ae TS PA . 
t ~ + -— nae Oe tt i 7 Oe 5 ag . a and pike os . 
‘. = ne ra = a ; ia ‘acme iis ~ . ie. . oe) us 
: ks ; ua : i re a a: = eS ey. ia nie a ae | es us 
a “# allt rs . ot wre : : Se’ ene > > FO ae * eal ; a rye s Pe ap Pig Se Peete Ea 
v ‘ . _— : we ~ om ; Pr ce; a> 5 = ay e a - ae ee Came Se Sere” % 
age ‘ : : yo <a. ig —_— —- ee =a ee > Oe oe 4 =? aS < es Pie ee 
a “ie ——<—< re zz ¢ : 7 ae oa a i a — : i a aes, ks; A 4 
ihe ae Pa f eg eee | 
7 _* > = =: ‘7 5 pel re P J a eee is eee ell \ ae a Se. 7 os Se gk oe 
a j a Te ina Ay is ne _- > » f AO E aes a — ag a : ae +. a Se: Le ea 
a a x. i: ae | pO ee at ae a. oor... 
“ ae : “a ae ; P . — eri ; aaa te > be eet Me ty = a : ee i eae : 
G ' ae Pe ma : F Pa % p . . a ") $ ia , = > ee ge s me es oF 1 a re? + pau ; ‘. 
Pa il ce alt, % y _ e eae ae Oe aa -% om a pare 4) Sea 
. = er —— 1 
‘ os My ee ee ee? 7 *% a 2 = a ol eae oie ane 
q = as ee —_ We aa ; Big apis / a 
. Batu _— a dire Pe 3 ‘ : % " ete SBP a BS ee eee aes 
, OMe gh a * . ae eee Al st ee 
> =” . eg a my . ‘ wil 5 7 te gga » Gente ae Ot eg 
2a : 4 : ; a etl ; a q nd & 
Ire? : 4 aia aja - ¢ ; , c:: . na, 4 by pl "oe re 
se —— * - Sy , Ne ‘ Be 7 
os a bls ‘4 i. - 7 . " ‘ a r : *, Pig a es — 7 
rn . —. =e Ue i. a . a . oe 
7 iy a 9 an 2 as eel , 4 i, ye > “a .- = ; aoe Se 7 
ae 4 ‘tee 6 * ee . a ’ Pies : . 
‘, oe “a . aan : a iq - ¥ - “ r cli ae ee p+ PS ; 
: a ee, a q r , : we ee Ih, = es A 
Prey Fg sles é { o ee Se ee 
ae 7 Paes “ss aera os : E = ; * Pity, grt —_ mee : a , eer a 
|) ne eee ws 7 » n ge vet ar i ie: i =e ae 
— ae : ¢ eS Pat ! ae = 
sis a _ ' y bias 9 a Si So . Bi 
‘ ef 2M ; Pa 3 2 3 : on. : ’ a : 
‘ 4 =o & Pails, Fe od ; e z. " ae 
: Bes : oe isi cee oS Pee ” 3 aa 
' . ei j . } oe 
.* : 7 ie 
SY = k tL, See ' — é iin Re. as _ : % 
= aor pes i Se — ieasill 
4 We fe 7 ™ .. ; an Bs - 7 7 
» a q s . . : a) 
vs , : . - 
_ ees ae 
cate % Bi tae ; _ 
. : .. 4 Ses es a 
C. = , oe " ae : 
se —_— - ee . 
re . ' ‘ a ' 
? ; ; . ‘a isa : » 
4 = - — y , am , "ae e. < » 
* ) , be a ‘ ia 7 aN : 4, 
\ “g : ae e 4 > See a : 
! ¢ "4 & »: . . a ae FF § Pi e on 
on “ he ' 7 7a mn a4 \ 7- ile p ; . % 5 * oes 
>. » i: | se So ; a : 5 Ri 
: et Mn ¥, ‘ n 
. 7 : 7 _ aS - Pig mY ‘ , A > : 
J : . BB Bao ih - a a 
¢ ; ie. ’ ~... 
ee ee ' ~, ” 
J 6m —_— ¢ im: Fro» ah - 
7 4 ¢ 4 é +g x .g : . iii. - . 
/ 4 ie a = Vs tee... _ Pa: 
es - —— 77 - ‘ a ee 
4 ‘e "he s - is « : | ry — er 7 ina 
OT a aes : oe eS a - 
— i ae a .  - Ss ¥ ry S +4 a 
5 Lal ay a _* <a = : Pee ag eee Bn & Phe a = * 4 - . . es . , 7 _o 
aa ae hE ———— ee — ee . ae ae — a " 
ee “iy “i , op ie Ree. ee” ee . : te Oe » ih . 
a eS Ee ice 86 uae. ; 2 i, -. 4 _ = pe a : » ail gd é. <s. . . 
‘ 7 ae c . <a” — a i, oe ae cr a ° > aa, Si "- _ 7 ; 5 
i - in a. > cea: ig — q : : He : ‘oe 
f y Pall ° om ‘ a A ee : o- a - . = . - . . >. ee oo ” : ba > il - etl 
i “ ie h- of ie. — ee ee . , “ + a EPR gee a oe 
i]. Ci ee eee mal Gs, ae 
’ » Ba or > i 5 on ee a RC e vs ‘ey gee 7 "7 f "=a "2 ‘ Be a fect i 7 
, 0 OF? ‘ ee Re ae Fi ag 7 a ae ee ay 4 he ; as “. a reap e « 
i — g 7 ui a ” a 7 ee a = ail ¥ o Pe ined r x be . 7 af : 3 ’ . 5 ¥ 7 and - ss ——— an 4 = Po i 
ft. _ eel” a ee ee a | 
| : 4 aoe aa ae i a eae ie an i 7 a ane : Pay 4.7 4 a, ; ; : > Us ‘a a ~- eT +8 7 
a ‘ Cr a yor _— _ C - * = 
. ; . > ee oe > - = ‘ = “a a F . ie So al c. ,- == a a 7 : oo . _s [oe a _ . : . ru 
. 4 > Z ay ee ' ee. be a ail . Ms ‘esi Se Zz -. - a7 ite hae 5 nl . & FE: 43 a - od eoee waa ? ra a — 7 PE Ps = ha _o = % a 
- : =>, a ie : i as oe aes ——— aa a ae : » —_ . — Sih 
a i Fe naa a OF ae Ee oe : 
7 : 7 a eal + ———: a hk Fo Ci oo Pe \e 2 = ; . _— ~ + 7 
\ . “Fr PP bie ‘Cae 7 = P ri ‘ ae eh - Sue <5 . i y . 7 ie : : ie . \. 
\ » a. * = “Saare ns ’y : oe : a ee a iead as ge. ee : a q e Pines p 4 3 vs - 
\\ J = - ; ‘ : ee as iin ae i a ; ic oh gS ; ‘a —) = aay Pe z - - ' Mae : ay 
\ ’ F. ——— ; ; ‘ . oa a 7 : a - .. ak a 2 
‘ Cate | 3 ‘ . a ; *. S » cli: é we k 7 ; - _ . — ved py ; ; by ' S 
’ e aes a a te tae 
‘ a > cf SS oy \s 4 
OF 4 t A 7 . «a “ Bas ng By a ae > be: ae “ . .. : 5 : g ~ 
a ; 7 | <A . el as ea “4 ‘ “ , ‘ : £ re - ‘ ¥ Pp 
ao. sy Bs . —_ ee ee ee _—s Bie - 2: . ae _. Sa | (ae Ni Ve “S 
\ " = ; . 4 es; 7 bt ™: i ee ze Ang i -a Sy Pe 
X Pi 4 ei : . ‘ 4 4 bad . * . SLAM 7 + , a : a | » . { 7 
“ ai ’ , on a — a J peg sig R . . rate ».. 
: 4 : < —y ' al +e a a 7 e - + AST : a ‘2 Ege cre 4 : Ge “4 a & ¥- ; 5 «! 7 
. A hay «Ti — Pra ts e — a” 4 = EP ae Sa a an J . 
“ =— > Tae: . . : . Fe er ae Re ae Ne : 
~* oe ? ~e ~ a —— é ‘ | 
a jae es - a be a “@ Me | 
eG é "eames — ee 7 4 . * 7 > i‘ 2 E i a 
y " Rg atid SS c ™ . - . a y } ‘ : 4 34 
A SS 7 ae Faro a ee ait a 4 — : . a _ ? — r? Ss . , SEBO had . aa. t "? 
NA se an ri ts ; 2 ae ’ ... ‘ a = a . "‘ yy , ne oh 2» + “2 ¥ a” ‘ae 
, = a a wk: > les , - _ os PRA = 
. é aE oF a i di L L Si, £ ™ » “SS ™ ’ = - . — eile = q .‘ 
> » Sy i cs Po ae bs : P i + ° a car ie in nil ‘ 
4 ¢ = Sere i" aed i ven - : ° eee — + ; 
°. 4 wy ee ar Te > +, ee ve . ay ' a. es — ”~ 
% +, " / ra ae | , i “ = 7 ma j = a s > * —— - J eo Eos. a i ¢. 
45 © fc . . ——at . ul I ———— dhl 
a ‘* . . i « : we R Pa ’ % . ‘ a a oN Ogee: ~ wh i 
7, ._ — . 2.” oa - x. % al " le, ar ‘ 
*, %, be — a ee . “ \ a oe _— ; - be ie oh 
: %y, M : * a Oe a ea ie '~ i = ; me SS (ota or 
4, Ps an -_— 2 te ‘3 | ieee oS a | Re - ‘ a fe ae eee = cM 
“4, “4 Age BO NAS * ooo NR oe 7% 
> « , ; ; % *. : iy ; **- eS i : 
*% Cc ? we "ee 4, “ : A, ; \ X, ny \ , ae : aie. ' ae, 
. P : ai As a J Lai, *yfs Me sk a. ’ > a igh eat ; 
‘ 5 hig, Me, ENS OS OS a os a 
My, <4 Ui < oa we ; i+ Oe y ; ane ‘ ; —S | ae 
“% e "o% SS = = 4 4 = ee /. % S - hag - Sh ali ao . 7 ae 
%,° * > F ; wae e, q tre B Wa — = a «a — a ' 
| ” %, <Q) EPA A OF) kl) a — ae - 
, 44, my, ES aa: ier tar) Pt * pat Py - oe ae a a : 
' “py X , ri. oe > > . “© > “ a: = a ee Pi * i 
= % ~~  s 38 BBs - 2. a % : ia ——— 5 Be eg Fe ‘« : 
ey * > § \ ‘ “  *, _ 7 : Zee - i a -" A 
i. QO, as a ee le 
4 Y — a ih. : ‘ . p fan - Ap velo : ; 
: i $,, ‘0 GZ, ae iz “ we 2 4 at’ eae i i igre 
z ~; ' a b : ‘i ° - | ; : 3 Pu Fi, oo p oh 4 —* ‘4 Ps, : . . = 4 Tilia — ‘ 
ae. me f** — “> yw 4 N 2 See Th ad se ete . —- £9’ - ’ a 4 
L > | oe %, %, — < i Pac. > a 5 © "ees ¥ —— ‘ ‘ a Z . af 
ers ae Ve %, he eee eee ee AP i eee ee a ee ee ae 
“ ie tes ht : iy / ; Ce tz tia a ee SS  S ie * ge A « 2 mt : a gS oe a 
: as ees. SL Say nae % €s5 ee ee , ; aa * ¥ s R . ‘x8 J 
" ‘2 ae ‘ - " bi hit rhe A 2 Ss) Mes. Bs, glee halts 2: oe - ‘zy ? g a % <= . PS 
if he ’ E,* Ebi i, ted 2 A Bey | al a ee « Be; ° ee & ae 7 te >" , om, Pr ye ity a + 
Pe ‘sae i th wee ee ee tr iene Rahal 7 ee i oho ge ied? ye y e Re a? yD 
- |. po ipl 8 Dae i, ae: OR ’ As. : es ys. ke , beg i Py 
Sine” 6 J Bans : : ee, Jape Oe a ts = : ‘ Pi pe } get Ee : e yg aia? ‘ <F ery 8 an ) . 
_ ah Z, te TN Ai i RO - po ae bee? tate ih - Biel 
* ? e te, Pas. chaee tg : ; . -- ; / ens 5. te a = Teer tale : ee a teed ur , Se | x ty i 4 
‘ if Cie 7 : Seaeaittg o- J , es 2 : * ee Ly Bae ist Lc. sh alo RE Bee Stan 4 ; 7 * . fe gta a me ek ee soe oe 
yo one, ms = HOS tee 43 wg © 


aa 
i 


ROTOGRAVURE 


has much 
to do with 


BY 


REDFERN 


t 
L 
' 
t 
1 
) 
f 
§ 
I 
é 
( 
t 
i 
a 
t 
i 
8 
r 
> MPANY t 
RS ~ i 
’ THE griDGEPOR ’ pARTMEN "Yes Dad, we'll meet you at 7... yes, the flowers 
RIES” pVERTISIN came and you’re an angel . . . and Dad, wait till a ‘ 
SERCO oe you see Mother! I’ve got her into a Veil of Youth, I 
sECTIC 3 too, and you won't know us apart!” 
. M y 19 193 . f 
a , 8 
Today's mothers and daughters find their fondest dreams fulfilled in ¢ 
bs ican Veil of Youth. It's a Le Gant —the corset that’s different because it - 
madison AvOre® ooratio ' combines the comfort of elastic with the control of cloth. They adore, p 
; | amber ly os Avenue» . too, the gentle uplift of A'lure, the stretchable bra. 
WicAGO 4 . , 
“owe adams Sires! S — T11ino1s Girdles and Corselettes $5 to $35—also A’lure, the stretchable bra, $1.50 to $5 8 
hic - 
. : C , Gan of venti? Write for free 24-page illustrated booklet, “The Corset Thats Different’ ; 
SAN era Gentlemen qucti e © ave cons o Roto- *Reg. U.S. Pat. Off The Warner Brothers Co, Bridgeport, Conn. In Canada, Parisian Corset Mfg. Co., Quebec il 
Geary Str0* ro WwW , é 
- _ From ~~“ Fall of tising ampar ee Laker 6 t 
j "4 e c a 
~ LONDON yastic” *™ sumer adv t few years, where RO a 
; is Conduit Stroe* ‘ : V ur co in 4h pas ace n y se 
mi wo ett. nd ws newspape eros 8 
4 F gre wht pe ha e : 
aa PARIS plack ams not to has deve L0F regu- 
ae — pesiosesd Polenoesler® gravure our campalé advertising Roto- . 
e . over the year roday We *. 41 of ™ i 
WAMBURS ' Lo ity We rican cit es, . 
yn Glashurtonstrerr® city 1n 54 Ame ediuMm corset in= : 
‘ jarly 4s our INE on th Gant f 7: 
seus gravur® sje in FORTUN* hich “Le ield we : 
er ede cent artic \ dershiP ors ign has h 
aim Ave A re tured the ire in t yure mpa : 
” : dustry fee " nad aod nt R togré . . 
ay: BARCELONA y suthlas ur cons nis succes fol- ) 
Ramble de Cot reel t “4 do wit . seeing +5 close Y snown , 
P nad muc ad ertis} chandise 2 nyother 5 lM 
sTOCKHOLM That Rotogravut style - copy “eo nas 
Munkbro* 3 tal jer ni ch ou sO Ss a ° try . 4 
a by res* ith Wi al sea coun Vis - 2 T ra @ 
% | Lowes rapidity Varied SeVereougnout UNE of mberly-Clark (orporation 
> capeTown by nter. trailers aaverts 
bs 73 Albert Roo? and pave ted q cement ing our ready-to-¥° Established 1872 + Neenah, Wisconsin 
wnt ; been i. 30P in supplener items . NEW YORK CHICAGO LOS ANGELES 
— not on put fo! \ your , 122 East 42nd Street 8 South Michigan Avenue 510 West Sixth Street 
pao st Le Gant cordially S COMPAN 
ies, , ARNER BROTHER : 
| . THs WARNY ) e. 
— menico CM 0: attr Ht he 
a % pw. 10 de Septem? aac alt = 
: ° ci gned) 7 cing Manager 
REDFERN EHR Ady 
WARNER'S 
1 | 
LE OAN 
om A'LURE 
Te. 
& 


a 


3 et al <i ae oa Es a iy " . ee et Fa BS ge 2 = : ° Ee, C oY S eis \ Sy) Aes a) ar Ca: ha a 7 ae aes ¥ 
; oh oe : ; are 
et Rae ak y 
é * ee ae eet a oo 
7 eae © ¥ : * . 
2 e el P i ; =- . Ja 
hc he’ " ge i S 4 a : wi me | + 
pe ; Ke bs —— = 2 4 q ; " fast : XN i 
ad Ai 1.4 a -_. he a Gy e 
Foe: rage =e baa era - : ‘dig 
. . eo er ™ a a oo ae " 
pr =" is ek ” : nd . 
Oe ae =~ ~ R 4 
i - pte | | 
hy, ae : ; ee : ¥s 
aie argue 4 , : 
Saab? 7 + | leita ’ Pe ‘ 
a - 2m ae @ oe pee 8 ls ae \ nie > 
oy 5 * eo - ff - ae ‘ \ ‘ - * 
| : : - . - arse 
a ie, - ee em 
i ar ae Am ee . ; 
ao a - a 4 i 
sda Se ar i 4 Te 
Pe “A aS: an - J : d . 
ee had te ae Ses SA ee es) e i 
is y me mY a oa oe, = 2 E ,4 
iS pe : ; 4 ar 
af ‘ _ bie . G -4 3 
: . , 
7 . ‘ 
=a x - ah “ , : 
th = . 
iphcin oe a 4 4 . 
le a : € % r} P 
4 J : ‘ ~ ay é ; 
i: cee P 7 
eS - 9 
; a a ‘ 
: . a ” - Y | 
> | 4 7 | 
| eo ae om ' wer . | 
. «s De eras We a f » 5 Pe ‘ ; 
a * oe ; — . ‘ aan » 4 
= Nek = a ae Sendai 0 ' ‘i " : aa a * E i 
es i y : ; y ae - # 7 a os 
of - P - a t 
ey ‘ le “4 
¥ - — " 
Py ae 
; a 2 ae 3 te ‘ 5 " 2 « " “4 . Zz Sa . a tvs " a 2 r — ¥ y “a as Os 
s ae Seg + yf ri : “ } yee ; % er ae 4 Teas a i P i Sed ken a rg wy Do eats ~ ‘a is, ** & . v - © ‘ae tee co eae oie ts mat 2 - we phe He od 
| ; es 2 : ; » G0 ayer ae. i The te oe ér 
if . : - Pane = 


August 29, 1938 


ADVERTISING AGE 


9 


UNDECLARED WAR 
HITS ST. LOUIS 
BREAD INDUSTRY 


Larger Loaf Marks Start of 
Copy Splurge 


St. Louis, Aug. 25. — Bread, the 
staff of life, has jumped into prom- 
inence here as the subject of one of 
the most energetic promotion drives 
the city has seen for some time. A 
20 per cent increase in the size of 
bread loaves set off the competitive 
guns with insertions in local news- 
papers running as large as 1,000 lines 
each. 

Advertisers insist that no “bread 
war,” declared or undeclared, is being 
waged, but that they are merely meet- 
ing the challenge extended by a local 
baker. Nevertheless the sudden 
splurge of bread copy is occupying the 
full attention of housewives and mak- 
ing them aware of the keen battle for 
their nutritive pennies. 


Heralding New Order 


General Baking Company is using 
the largest space in its effort to turn 
the change to advantage. Its adver- 
tisements are 280 lines on seven col- 
umns, while Purity Bakeries Corpora- 
tion is contenting itself with some- 
what less. Continental Baking Com- 
pany is also in the picture with large 
space. 

If the larger loaf has indeed re- 
sulted in a “war,” it is one of the 
most good-humored on record. Gen- 
eral Baking Company copy implies to 
one born with a suspicious character 
that while the other boys may be 
increasing the size of the loaf, they 
are also subtracting something from 
the quality. But General’s compet- 
itors see nothing of the kind in this 
statement: 

“There is more than one way to 
make a loaf larger. So we want you 
to know this: Bond Bread has been 
increased in size at no sacrifice in its 
famous high quality.” 

General Baking Company boldly ad- 
vertised “20 per cent more Bond 
bread for your same 10 cents,” while 
Purity Bakeries contented itself with 
featuring a “new bigger loaf.’’ Out- 
side of the greater value given, 
change in the size of the loaf is an 
expensive move for a wholesale baker, 
necessitating employment of larger 
pans. 

Favors Joint Action 


The executive of an organization 
specializing in bakery advertising de- 
plored the competitive spirit mani- 
fested in current bakery copy, assert- 
ing that the industry could have cre- 
ated great good will by announcing 
the increase in size as a unit. He 
added, however, that no one knows 
much about marketing of bread, in 
spite of the constant scrutiny under- 
gone by the business for many years. 

Census figures show that about one- 
half of the country’s bakery business 
is handled by a comparatively few 
wholesale plants, the other half being 
distributed among a large number of 
retailers, who usually sell direct to 
the public. Experts assert that per 
apita consumption of bakery goods 
has declined steadily, probably as a 
‘esult of the aversion of the average 
woman to surplus upholstery. Since 
makers assert that bread is not fat- 
tening, but is essential to sound 
health, the industry apparently has 
an interesting story to tell. 


Marvel Drive Widened 

Marvel cigarettes will invade new 
markets with a series of eight news- 
paper layouts featuring the name of 
the town in which the advertisement 
is shown. Country weeklies will be 
the test media for the new campaign, 
‘ccording to plans formulated by 
Aitken-Kynett, Inc., agency for Ste- 
Phano Brothers, Philadelphia, manu- 
facturer the brand. 


Hamilton Named 


John H. Hamilton has been ap- 
bointed advertising manager of the 
New York office of National Sports- 
man and Hunting & Fishing, Boston. 


BIGGER LOAF MAKES DEBUT IN ST. LOUIS 


NOW! 20% MORE 


FOR YOUR SAME 10¢ 


Extra bread at no extra cost makes 
Si Loess fewest loa! the bappest feed bargam 
in town! Same high quality! Same low price! 


on the wrapper! 


How two big baking 
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newspapers. 


Hold Schick Infringed 

A district court decision that 
Nicholl Velvet Shaver infringed 
claim 13 of the principal patent of 
Schick Dry Shaver, Inc., has been 
upheld by the United States Court 
of Appeals for the ninth circuit. 


Ritter Gets Theon 
Theon Company, New York, has ap- 
pointed Philip Ritter Company, New 
York, to handle advertising for its 
line of nail preparations. Class 
magazines and rotogravure sections 
will be used. 


Pontiac Gives 
Dealers Chance 
to Offer Ideas 


Detroit, Aug. 25.—An avalanche of 
new ideas is expected by Pontiac Mo- 
tor Company when its new dealer ad- 
visory system gets under way here 
next Monday with a three-day meet- 
ing of five committees of retailers, 
who will speak their thoughts on ad- 
vertising, sales promotion, used cars, 
service, and parts and accessories. 

The new plan of allowing dealers 
to participate in the company’s coun- 
cils is credited to C. P. Simpson, 
general sales manager. In notifying 
the retailers, 32 in number, who are 
serving, Mr. Simpson urged them to 
give deep cogitation to the subjects 
assigned them, and to come prepared 
not only to make recommendations, 
but to tell why they made them. 

While automobile companies like to 
think of their organizations as one 
big happy family, Pontiac is the first 
to invite ideas and the accompanying 
trouble in a conference with groups 
from the factory sitting in and the 
agency, McManus, John & Adams, 
Inc., also represented. 

Mr. Simpson believes that such a 


plan can hardly fail to result in more 
cooperation by dealers, who in the 
past have often been critical of ad- 
vertising methods, as well as others. 
They will now have an opportunity to 
get the inside viewpoint on these 
subjects. 


Five-and-Tens to 


Back Brands Week 


Five-and-ten-cent chains will fea- 
ture nationally advertised products 
during Nationally Advertised Brands 
week, Nov. 5-12. Those indicating 
support include F. W. Woolworth 
Company, S. S. Kresge Company, W. 
T. Grant Company, S. H. Kress & 
Co., G. C. Murphy Company, Mce- 
Crory Stores Corporation, H. L. 
yreen Company, McLellan Stores 
Corporation and Neisner Bros. 

This is the first time the chains 
have accorded cooperation with a 
movement of this kind. Chain Store 
rie is sponsoring the activity in this 
eld. 


Broaden NRA Contest 


The program committee of the 
National Restaurant Association con- 
vention, scheduled for Chicago, Oct. 
3-5, has announced that all types of 
copy will be eligible for the contest 
Staged annually in connection with 
the convention. Previously, this con- 
test has been limited to newspaper 
copy. 


MARKE 


The new Pacific Coast Color Comic and Magazine Group 
is composed of five great independent Sunday News- 
papers published in the five major seaports of the Pacific. 


These five cities are the centers of population and 
business on the Coast. In them and their areas of in- 
fluence is concentrated eighty percent of the total retail 
sales of the Coast states. 


The new Group enables the advertiser to hit all five 
markets with fine color reproduction, the heavy impact 
of concentrated Sunday newspaper circulation, and no 
waste. There are 81 counties under the direct influence 
of these five major markets. Ninety percent of the 
group’s circulation is concentrated in these counties. 


With the precision of the expert archer the group 
hits all five and wastes no shots. 


THE PACIFIC COAST COLOR COMIC AND MAGAZINE GROUP 


LOS ANGELES TIMES—PORTLAND OREGON JOURNAL 
OAKLAND TRIBUNE—SAN FRANCISCO CHRONICLE 
SEATTLE TIMES 


CIRCULATION 867,115 


3 MISSED- 
WAST. 
re 


GROUP RATES 


(MAGAZINE 


OR COMIC) 


ONE PAGE (4 COLORS) $4,550.00 ONE HALF PAGE (4 COLORS) $2,700.00 


(COMIC ONLY) 
70 LINES X 7 COLUMN STRIP (4 COLORS) $1,620.00 


Rates for black and white in the magazine group and ofe inch 
strips (14 lines x 7 columns) in black or another color in the comic 
group will be announced shortly. 


NOTE: These same units of space are also available in each 
of the newspapers on an individual basis through Gravure Service 


Corporation. 


360 N. Michigan Ave., Chicago, lil. 


GRAVURE SERVICE CORPORATION 


420 Lexington Avenue, New York City 


General Motors Bidg., Detroit, Mich. 


Chronicle Bidg., 5th & Mission Sts., San Francisco, Calif. 
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DEMANDS FIXED 
TRADE-IN SCALE 
FOR OLD CARS 


Ingersoll Hits Policies of 
Auto Manufacturers 


St. Louis, Aug. 25.—Prefacing his 
recommendations with a bristling in- 
dictment of the “parasitic” policies of 
automobile manufacturers, William 
H. Ingersoll, chairman, American 
Fair Trade League, New York, today 
called on the producers to establish 
a ceiling for trade-in allowances by 
taking advantage of fair trade laws. 
Mr. Ingersoll’s appeal appeared in the 
N. A. D. A. Bulletin, organ of the Na- 
tional Automobile Dealers Associa- 
tion. 

Factories have neglected or evaded 
their share of responsibility on the 
used car question, Mr. Ingersoll as- 
serted, accepting the benefits of the 
used car incentive to new car sales, 
while shirking its burdens. He drew 
an analogy between this situation 


and that of agriculture some years 
back, implying that the collapse of in- 
dustry when this segment of the mar- 
ket was lost may be repeated in the 
automobile field, where one out of 
every four dealers will go out of busi- 
ness this year. 

“Manufacturers should first of all 
incorporate provisions of fair trade 
laws into their contracts, stipulating 
the resale prices of their new cars, 
regardless of trade-ins,” argued Mr. 
Ingersoll. “That would mean that 
prices would be definite on cars sold 
without trades. 

“With this floor under new car 
prices, the maximum trade-in allow- 
ances on cars in top condition for 
their age, style and original value 
should be established for all makes 
and models of used cars. Thus all 
dealers in each trading area would 
always be in an equal position with 
regard to trade-in allowances, which 
would always approximate the actual 
figures at which the old cars could be 
resold. 

“By putting the duty of evaluation 
in the hands of qualified experts in- 
stead of leaving it to thousands of 
unfitted dealers under stress of com- 
petition, valuations would command 
public respect now lamentably lack- 
ing. Used cars would acquire author- 
itative values and move off dealers’ 
hands with a corresponding reduction 
of the present resistance.” 


BREAKFAST FOOD MAKES DEBUT 


SHREDD' 
WHEA 


ED 
T 


food a 
supply of minerals and vitamins for the youngsters. 
t today! Don't mise the big free Cubs sample 
at your grocer's now! 


spool ezavor! 


Tee loot of 
pons tay QB NATIONAL siscurr company 


National Biscuit Company is using this copy in a New England test campaign for 
the newest cereal product on the market. 


Chambers Names Lewin 


Chambers Distributing Company, 
Jersey City, distributor for Cham- 
bers ranges in metropolitan New 
York, New Jersey, and Connecticut, 
has placed its account with A. W.| 
Lewin Company, Newark. 
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Fill War Chest 
to Sell State 
a New Capital 


Monterey, Cal., Aug. 25. — With 
$25,000 in the bank and another $75,- 
000 pledged, the Monterey Peninsula 
Association has been formed here 
with no less serious purpose than to 
sell the public and the powers that 
be on the advisability of moving the 


state capital from Sacramento to 
Monterey. 
Ss. F. B. Morse, president, Del 


Monte Properties Company, is chair- 
man of the executive committee of 
the new association and other impor- 
tant business men are among mem- 
bers. Mr. Morse said the new move 
is far from comic opera or mere pub- 
licity, but on the contrary, is an 
organized plan to secure restoration 
of the state capital to its original 
site. 
Dewees in Charge 


No advertising agency has been 
employed, probably because an expert 
has already been named head of the 
campaign. He is Malcolm Dewees, re- 
membered in the East as a former 
executive of Kelly, Nason and Win- 
sten, New York agency. 

The first step in the campaign took 
the conventional, but sound form of a 
survey by Griffenhagen & Associates, 
whose 100-page report was all that 
proponents of the project could have 
wished. Boiled down to an eight- 
page leaflet for general distribution, 
the survey argues that conditions 
which caused removal of the capital 
to Sacramento have _ disappeared, 
leaving Monterey, because of central 
location and ideal climate, greatly to 
be desired as the home of the state 
government. 


U. S. Airconditioning 
to Mackay-Spaulding 
The United States Airconditioning 
Corporation, New York and Minneap- 
olis, has placed its account with 


Mackay-Spaulding Company, New 
York. The company’s line of air | 
conditioning equipment for homes, 
offices, stores, restaurants, and in- 
dustrial plants will be promoted in| 
class and industrial publications. | 
* : . | 
Special seasonal efforts will be made 
in consumer media. 


Home Building Series 
Sold to 121 Papers 


The series of seven full-page ad- 
vertisements in the “More House for 
Your Money” campaign sponsored by 
the Producers Council, Inec., New 
York, has been sold to local compa- 
nies by 121 newspapers in 30 states. 

Besides organizations directly con- 
cerned with the construction indus- 


try, electric and gas utilities, radio 
dealers, insurance agencies, local 
manufacturers, and laundries, have 


supported the program. 


Campaign for Produlac 

Semi-Solid Produlac, a new poul- 
try and cattle feed produced as a 
by-product in distilling grains, has 
been introduced by National Distill- | 
ers Products Corporation, New York, 
and will be advertised in September 
issues of farm papers through Al- 
bert Frank-Guenther Law, Inc., New 


York. 


— 


Newest Cereal, 
Cubs, in Test 
Drive in East 


New York, Aug. 23.—The siart of a 
test campaign in newspapers of up- 
state cities last week signalized the 
debut of a new candidate for break. 
fast food honors—Cubs, a product of 
the National Biscuit Company. A 
sample offer features the introduc- 
tion of the new whole wheat cereal. 

The copy announcing the new 
product, in 720-line space, heralded 
Cubs as “the new flavored cereal 
from the Shredded Wheat Bakeries,” 
and appeared in papers in Auburn, 
Binghamton, Geneva, Ogdensburg, 
Rome, Syracuse, Utica, and Water- 
town. The test will be continued in 
these markets until mid-September. 

No further tests are planned by Na- 
tional Biscuit pending the results of 
the introductory drive, but company 
officials expect to launch Cubs on a 
nation-wide scale within a _ few 
months. The product will be pro- 
moted as a breakfast food for both 
children and adults. 

Federal Advertising Agency han- 
dles the Cubs account. 


“Boston Transcript” 
Simplifies Its Dress 


A new format notable for simplic- 
ity has been adopted by the Boston 
Evening Transcript, of which Lin- 
coln O’Brien recently became pub- 
lisher. Unnecessary type _ rules, 
dashes and ornaments have been 
eliminated. 

The paper will use more pictures, 
including a full page of comic strips. 
Effective Aug. 17, a supplemental re- 
plate page of news devoted to events 
in Newton, a city of 65,000, was in- 
troduced, 


X-Ray Acquires Patents 


X-Ray Sales Method, Inc., Chicago, 
has acquired exclusive licenses to the 
Merrill Anderson patents on trans- 
parent page devices for booklets, win- 
dow displays, magazines and folders. 
The Merrill Anderson Company, New 
York, has been retained as merchan- 
dising counsel. 


RUSH 


right from your door to your 
clients’ by convenient 


Railway 
Express 


Complete day and night dead-line 
service on mats, half-tones, zincs, 
printed matter and anything else 
that's due. Pick-up and delivery with- 
out extra charge. Through routing 
on fast trains. Fastest by nation- 
wide Air-Express — 2500 miles over- 
night. Low cost. High economy. Good 
business. For service, just phone 


RAILWAY 
EXPRE Ss 


GENCY INC. 
“pil, 


NATION-WIDE RAIL-AIR SERVICE 
AAAAAAAAAAAAAAAAAAAAAA 
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CORRIGAN COPY 


22 SCARE AME PENS I LEI 
* 


| EMOCLEW OT .TS SOL 
—SALGUOD NAGIRROG 


Pardon us if we seem-to be going in the 
wrong direction . . . but you set the stvie 
and we know we can turn to you for 
sympathy. There's just one thing we wart 

a to set you straight on... as you ve 
probably already seen. the headline 
above when ceed forward says: 


~ WELCOME TO ST. LOUIS 
- DOUGLAS CORRIGAN 


é 


ee. ee eee 


nit ia tin Se SERS EP MSS 


Go back to school in style with 
America's foremost luggage 

igned for years of service, 
and priced to meet your school 
budget!- 


WAROROBE TRUNK 
$44.98 


Brown-white tweed: standard 
wze 4 drawers and shoe bor. 


TWEED AVIATOR $217.98 
Brown-white. Two suitcase © 
city with accessory space. 
Ideal for holidey trips. 


WAROROLETTE $28.98 . 
Brown-white tweed. Holds 
three suite or tweive dresses. 
Plenty eccessory space. 


Sa S88 


Brown - White Tweed Het 
[drt Re® inches 


Srowe-White Tweed Over. 
sights, 10 cine, For 


travel essentials. 


O's “Famers” “a... 


US-BERR OO, 


ee 


How St. Louis department store wel- 
comed flyer in newspapers. 


Store Copies 
Corrigan with 
Reversed Head 


St. Louis, Aug. 23.—Neatly capital- 
izing on Douglas Corrigan’s trium- 
phal visit to St. Louis, the Famous- 
Barr department store hailed the 
hero and called attention to its fall 
introduction of Wheary luggage with 


the following pied headline in to- 
day’s newspapers: 
EMOCLEW OT .TS SIUOL 


SALGUOD NAGIRROC 

Having nailed attention with this 
piece of bafflement, the ad unwound 
itself with the suggestion that the 
reader ape “Wrong-way Corrigan” in 
scanning the line: “Pardon us if we 
seem to be going in the wrong direc- 
tion ... but you set the style... As 
you've probably already seen, the 
headline above when read forward 


Weiss Heads Midwest 


A. Weiss, formerly associated with 
Franklin Craftsmen, is president of 
the newly organized Midwest Photo- 
Engraving Company, 322 W. Wash- 
ington street, Chicago. This com- 
pany has taken over the plant of the 
Postal Engraving Company. 


Lo the FOREIGN RESIDENTS 


OF METROPOLITAN 
NEW YORK 


Leauwa aWBNX ix 


1000 warts cay ano wicat 


Sino - Japanese 


Battle Shifts 
Eastern Market 


Philadelphia, Aug. 23.—Marketing 
shifts in the Far East, caused by the 
Sino-Japanese war, reveal that con- 
quering a territory does not always 
pave the way for effective distribu- 
tion of the victor’s products, accord- 
ing to Walter D. Barker, Far Eastern 
sales manager for Phileo Radio and 
Television Corporation. 

Mr. Barker, making his annual 
visit to headquarters here, asserted 
that the Japanese will never achieve 


the trade monopoly they seek even 
if they are able to make the Chinese 
acknowledge them as rulers. 
Business activity in China, he com- 
mented, has shifted to Hongkong, a 
colony of the British crown, and 
there are strong indications that this 
city will gain the position once held 
by Shanghai as a metropolis of the 
Far East. Philco and many other 
American companies have removed 
headquarters to the former city. 


American Market Increased 


Much Japanese merchandise is be- 
ing sent into the conquered areas of 
China, he said, but the Chinese are 
refusing to buy. Even where Jap- 
anese goods have been sold, he 


added, the effect has been to increase | nese, 


the market for European and Ameri- 
can products. 

This is due to the fact that many 
of the Japanese products are inferior, 
he asserted. “A five tube radio set, 
copied from American models, is 
sold for as little as $5. These radios 
are bought by natives who then be- 
come accustomed to the idea of ra- 
dio entertainment, but the cheaply 
built set is a total loss within a 
short time. 

“The disappointed customer is 
then likely to turn to a foreign prod- 
uct and to hold a strong prejudice 
against other Japanese merchan- 
dise,”” Mr. Barker declared. 

“The Japanese are suffering eco- 
nomically much more than the Chi- 
although both foreign and 


domestic business has slumped badly 
in China after holding up well 
through 1937,” he added. 


Issues Data Book 

Woodyard Associates, New York, 
has issued a rate and data book cov- 
ering 2,113 weekly newspapers for 
which it is acting as advertising rep- 
resentative. In addition to circula- 
tion figures and rates, the book gives 
information on county population and 
buying power. 


Account to Redmond 
The Redmond Company, Boston, has 
been appointed advertising counsel 
for Salem Chemical and Supply Com- 
pany, Salem, Mass., manufacturer of 
Witch Brand household products. R. 
H. Mailey is account executive. 
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Big Business and Advertising 


The National Industrial Conference 
Board has issued an interesting dis- 
cussion of the advantages and disad- 
vantages of big organiza- 
tions. This is a subject which is 
very much in the public mind at 
present, due largely to the policies of 
the national administration in devel- 
oping anti-trust prosecutions. The re- 
port of the board is not by any 
means one-sided, but presents the 
cons as well as the pros. 

There is comment, however, 
with the implications of which few 
advertising men will agree. That is 
the suggestion that big businesss, per 
se, is able to use advertising to bet- 
ter advantage than small business, 
and thus make available to the pub- 
lic the economies of mass distribu- 
tion along with mass production. 
While it is true that most large busi- 
nesses, especially those which were 
the result of mergers of smaller com- 
panies, are important if not domi- 
nant advertisers, this is by no means 
an exclusive attribute of large size. 

The tendency in recent for 
advertising expenditures to be con- 
centrated among a relatively few 
large companies is not a healthy sit- 
uation, either for business or for the 
community as a whole. Advertising, 
as Apverrisinc Ace has frequently 
pointed out, is accessible to all, re- 
gardless of size, inasmuch as its flex- 
ibility permits its adaptation to all 
businesses, including those limited in 
financial operations or restricted geo- 
industrially. And 
through advertising vigorously, inde- 
pendent maintain the 
healthy competitive situation which 


business 


one 


years 


graphically or 


business may 


is demanded by the American system. 

Those who are chiefly responsible 
for the creation of advertising ac- 
counts, the advertising agencies, have 
done much to sell the idea of large- 
scale advertising to big business. 
They are also selling the effective 
use of advertising to smaller enter- 
prises. It would be a mistake of 
policy on the part of agencies, as well 
as publishers and other media which 
are selfishly concerned with the de- 
velopment of volume business, to con- 
centrate attention merely on the 
larger accounts. 

Big business believes in advertis- 
ing, as indicated by the leading posi- 
tions occupied by large companies in 
published lists of the principal users 
of advertising in all fields. Whether 
they using advertising on a 
larger scale than would be required 
by the various units of which they 
are composed, if these were still op- 
erating independently, is a question. 
Presumably not, since economies in 
advertising were among the expected 
advantages of the numerous mergers 
promoted in the past twenty-five 
years, as the result of which big busi- 
ness also became big advertising. 

Advertising is primarily a competi- 
tive weapon, available to all alike. 
The maintenance of effective compe- 
tition, through aggressive 
ing and sales methods, is essential 
for the healthy functioning of the 
American economic machine. Big 
business, for its own sake as well as 
that of the country, should not be 
permitted to enjoy a practical monop- 
oly of the important utility of adver- 
tising. 


are 


advertis- 


Big Business and Reciprocity 


Another reference in the report of 
the National Industrial Conference 
Board on the subject of big business, 


one which has never had the atten 
tion which its importance deserves, 
is to reciprocity. That relationship 


was suggested as an advantage tothe 


larger unit, since its increased buy 


ing operations can be utilized effec- | 
tively in selling. 

Reciprocity is undoubtedly an im-| 
portant the 


is of doubtful stand 


factor in 
but it 


conduct of big} 
business, | 
ing, from an ethical standpoint, since 
it tends legiti 


mate sales and advertising effort It 


to be substituted for 


represents the use of the sand-bag as} 
a tales drgument, the insistence that 
orders be forthcoming because “we 
buy from you.” 

It is easy to say, “There 


Situation 


ought to 
of this 
representing an un 


be a law,” 


kind 


when a 


obviously 


fair advantage to the large company, 
merely because it is~ large, is pre- 
sented. But we believe that ulti- 
big business will recognize 
the dynamite inherent in reciprocal 
relationships of this character, and 
will voluntarily relinquish them. 

A few scandal devel- 
oped when it was shown that a large 
packer compelling 


mately 


years ago a 
was railroads to 
buy the product of a subsidiary en 
gaged in the railway supply business, 
because of the volume of its tonnage 
The Commis 


Interstate Commerce 


sion intervened, and ultimately the | 
subsidiary was liquidated 
The Federal Trade Commission 


might well investigate reciprocity as 
a form of unfair competition. Again 
untrammeled 


is important to the country 


we say, free and com 


petition 
and equally important to big busi 
ness if big business is to survive 


QUICK, HENRY, THE 


FTC! 


“Scram! You're ruining my sales!" Lonut Price 


-Collier's 


Ad-libbing 


No Signature Needed 


Our exhibit today is Page 12 of the 
New Orleans Times-Picayune for 
Aug. 17. The inside two columns fea- 
ture many a tasty tidbit from the 
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stock of A. M. & J. Solari, Ltd., 75- 
year-old grocery, and are not particu- 
larly different from the copy this 
company runs regularly, except that 
there is no signature, address or 
telephone number! 

Neither publisher nor advertiser 
noticed the omission of this vital in- 
formation until the day was well ad- 
vanced and a customer, after placing 
her order with one of the 15 special 
operators employed to take care of 
phone orders when newspaper copy is 
run, chided the operator about being 
too stingy to buy enough space for 
the signature. 

The advertisement featured a spe- 
cial of Wapsie Valley frying chickens 
and sold 412 by phone. Other items 
sold equally well, we are informed, 
and the day’s business ended up 11 
per cent ahead of the same day last 
year. The Times-Picayune received 
nine phone calls asking if the ad was 
Solari’s. No other Solari advertising 
appeared that day. 


Finders Keepers 


No longer do local space salesmen 
for New York papers fight for bank 
advertising listing unclaimed ac- 
counts. There was a time when the 
paper with the lowest rate got all 
the business, or nearly so, but now 
| the state authorities not only require 
banks to advertise for lost depositors 
but also pick out the newspaper 
| which each bank is to use for the 
purpose. Each bank is assigned one 
particular paper each year. Most 
New York City banks take space in 
other local papers to call attention 
to the complete list which appears 
jin only one 
| That advertising gets results is 
|proved by the success of New York 
banks in advertising for lost deposi- 
tors, particularly in the past 


in which there have been no trans- 


year | 
since a new law specifying accounts | 


actions in 15 years as “unclaimed” 
went into effect. Every bank runs 
across a number of human interest 
stories in tracing lost depositors. 
The Bowery Savings Bank, for in- 
stance, received an inquiry a couple 
of weeks ago from a woman in Michi- 
gan. An enterprising newspaper 
editor in Grand Rapids saw the 
Bowery list in the New York Herald 
Tribune and reprinted the names of 
those with Michigan addresses. One 
woman collected $2,200 she had for- 
gotten about after seeing her name 
in the Grand Rapids paper. Another 
account was closed when it was dis- 
covered that the depositor was in 
an insane asylum, the money being 
turned over to the superintendent of 
the institution. A New Yorx sand- 
wichman, whose $5,000 in the Bowery 
had been untouched since 1921, was 
discovered through a daughter in 
Brooklyn to be living within a half 
mile of the main office of the bank. 
When informed that his $5,000 had 
grown to nearly $9,000, he said: “I 
wasn’t worried, I knew the money 
was safe in the bank.” 


Continuity in Catalog 


“An interesting copy slant gives the 
12-page United States Steel insert in 
the Annual Buyer’s Guide issue of 
Hardware Age (July 28) a zip that 
is usually lacking in long catalog in- 
serts of this type. According to W. H. 
Cordes, advertising manager of the 
American Steel & Wire Company, 
who directed this work, the aim was 
to sell the dealer on the quality and 
acceptance of the complete line of 
U. S. S. hardware products-.and at 
the same time give the dealer help- 
ful merchandising suggestions to 
boost sales. This is accomplished by 
pictures and conversational copy that 
starts with the dealer greeting his 
customers at the front door. This 
dealer takes them through the store, 
showing them his complete line of 
|U. S. S. products. The copy, being 
|all in the first person, is brief, force- 
| ful and interesting. 
| “The result is that instead of 12 
more or less unrelated pages listing 
| the companies’ products, this insert 
jlives up to the caption that appears 
on the front cover——‘A Pictorial Guide 
for Merchandising and Selling Steel 
and Wire Products.’ Batten, Barton, 
Durstine and Osborn, Inc., Pittsburgh, 
is the agency.” 

That’s a verbatim news release 
from American Steel & Wire, and we 
quote it because it’s a really good de- 


photographic continuity to excellent 
advantage 


Jottings 

The mail continues amusing, when- 
ever we can get around to opening it 
| before it melts into a puddle on our 


scription of a catalog insert that uses | 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu- 
tive writing on his business letter- 
head. 


No. 1395. 


Boots. 

Napoleon, according to this story, 
had a stand-in who wore the empor- 
or’s new boots until the squeeze and 
squeak were taken out of them. In 
this new brochure, the Mutual Net- 
work offers to be _ boot-breaker-in, 
and displays some_ representative 
programs developed by Mutual’s sta- 
tions, tried, polished, and ready to 
put on. 


Napoleon Bonaparte’s 


No. 1396. High School Rate and Data 
Catalog. 

Richmond Advertising Service, 
New York, has issued this new edi- 
tion of its rate and data catalog on 
the high schoo] market. Information 
on 615 high school publications in 
32 states is presented. 


No. 1397. Farmers Aren’t Hicks. 


Farmers today have tastes gener- 
ally identical to those of urban audi- 
ences, according to this broadside is- 
sued by Radio Station WOW. The 
material summarizes a survey of sta- 
tion and program preferences made 
in all of Nebraska’s 93 counties—the 
number of interviews scaled in each 
county according to population fig- 
ures. 


No. 1384. Beyond the Skyscrapers. 


This home ownership survey, is- 
sued by The News, New York, takes 
the reader on a tour through 30 dis- 
tricts in outlying sections of New 
York, where more than half of the 
families are home owners. Tabula- 
tions show median family expendi- 
ture, total families, total home own- 
ers and per cent of home owners, 
with New York morning newspaper 
family coverage in each district. 


No. 1370. Demonstration Portfolio. 


This portfolio, issued by Interna- 
tional Paper Company, contains speci- 
mens demonstrating the use of 
Adirondack Bond “Letterhead Yard- 
stick.” This is a guide to letterhead 
construction which can be used 
either in the making of a new letter- 
head or in the remodeling of an 
old one. 


No. 1382. Brand Preference Survey, 
Little Rock, Arkansas. 


Issued by Arkansas Democrat, this 
study shows the brand preferences 
of housewives in the Greater Little 
Rock market, and covers canned 
foods, soaps, cereals, coffee and many 
other household products. 


No. 1383. 1938 I Buy Quiz. 


This analysis of purchasing habits 
in the Madison, Wis., market, 
issued by The Madison Newspapers, 
covers brand preferences for food 
and household products, beer, elec- 
tric and safety razors, tobacco prod- 
ucts and dog and cat foods. 


No. 1350. Route List of Retail Drug 
Stores in Denver. 

This pocket-size booklet, issued by 
Radio Station KLZ, contains a com- 
plete list of retail and wholesale 
druggists, and national and local 
drug chains in Denver and its retail 
trade area. 


No. 1380. Chain Drug Business Is 
Where Business Is. 
Chain Store Age has issued this 


analysis of the chain drug field, 
showing the number of units oper- 
ated by the various drug chains. 
Cities are listed both in alphabetical 
order and by states. 


| No. 1360. Happy Thought for Travel- 


|desk. There’s that NBC brochure! 
featuring the man with the real 
|emory-paper stubble, and the Truwe | 


Story letter with its pop-up enclos- 


for a tour through KYW... 


ure, and the four-foot long “ticket” | 


ers. 

n this small folder, Railway Ex- 
press Agency offers an outline of its 
service, with some helpful sugges 
tions for travelers when packing and 


shipping baggage. 
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WHAT 1S THIS THING 
CALLED 


D RUSA BOULTON of Upland, California, candies fruits; sells them by mail; 


makes money. In the March Farm Journal she told about it. 


On July 20th came a letter from Mrs. Boulton’s daughter with news of a flood 
of mail her mother had received from women in every corner of the nation. 
Came also a letter from the University of California. Buried deep in 
Mrs. Boulton’s story was reference to the University’s Extension Circular #10 
“The Home Preparation of Candied Fruit.” That mere mention exhausted 


their supply; made two large reprints necessary; and requests are still coming in. 


Strange by-product was a business deal that linked Florida with California. 
This year subscriber Boulton will pack California fruits in Florida subscriber 


Conner’s home-made pine needle baskets. 


Two farm women linking hands across the nation through an idea from 
Farm Journal. A great university spreading nationally the results of its research 
because Farm Journal printed a sentence. Thousands of women on the way 
to doing something constructive, because Farm Journal started them thinking. 


This is woman influence! 


N. B. You can influence women in over 
1,365,000 Farm Journal homes to think 
about your product at a black and white 
page cost of less than 4 of a cent per home, 


WASHINGTON SQUARE + PHILADELPHIA 


THE NATIONAL NEWS MAGAZINE FOR THE FARM FAMILY 
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Voice of the Advertiser 


Letters are welcome. - 


Poor Edna Grows Up 

To the Editor: Edna’s case, to 
quote Listerine’s own copy, is indeed 
“a pathetic one.” 

The August issue of American Mag- 
azine shows Edna playing grown-up— 
but “waiting at the church” because 
halitosis had prompted the “cutest 
boy in the neighborhood” to walk 
out on her. Although the copy plain- 


This department is a reader’s forum. 


MAYBE SHE WAS HARD OF HEARING 


ly states that he “told her why” he | 


evidently didn’t speak loudly enough, 
for who do we find again on Liberty’s 
Aug. 27 back cover but Edna really 
grown up this time—‘‘and as her 
birthdays crept gradually toward that 
tragic thirty-mark, marriage seemed 
farther from her life than ever.” 
Yes, indeed, Edna was “often a 
bridesmaid but never a bride”! 
STANDISH C. MARSH, 
J. Walter Thompson Company, 
New York. 


ae 
Typographical Error 
To the Editor: There seems to be 
a typographical error on Page 8 of 
your Aug. 15 issue. Shouldn’t the 
Billy Rose head read: 
Ft. Worth Bids 
for Fame Again 
with Gal Show 
BLAINE S. BRITTON, 
Managing Editor, Howard Pub- 
lishing Company, Chicago. 


The Creator Speaks 


To the Editor: Chalk one up on 
the wall for Ad-Libbing. You have 
me dead to rights in black and white. 
But really, I had no intention of giv- 
ing Father Divine any competition. 

However, you will admit that some 
of your pamphlets are so beautifully 
described that even the real Creator 
would be induced to write in for aids 
to advertise Heaven and its advan- 
tages over the place for which we're 
all supposed to be heading. 

And thanks for the left-handed com- 
pliment about my neat typewriting. 

A. D. MASLAN, 
Comfort Advertising Company, 
St. Louis. 


v v v 
Church Advertising 

To the Editor: You will find en- 
closed $1 for another year’s sub- 
scription to your very fine paper. 
What we can't see is how you put 
out such a real honest-to-goodness 
paper for a dollar bill. When I first 
sent in my subscription I thought 
there was something “fishy” about it, 
but you have not missed an issue. 
This is the best advertising dollar I 
spend. 

It might be interesting to you—as 
you are in the advertising world and 
atmosphere —to know that we have 
one of the most complete advertising 
programs for the church, in America. 

We are enclosing a few samples of 
some of our material. We have the 
same subject matter for use on street 
cars, posters, newspapers, blotters, 
radio, window stickers, auto stickers, 
home door stickers, etc. In other 
words, a complete program for the 
church. 

We believe this is something new 
in the advertising field. There is no 
reason in the world why the church 
should not advertise. They have a 
product to sell. People are paying 


CHURCH PROMOTION COPY | 


W os PIStThERINE 


out money for that product. It must 
be done in a dignified way—but it 
can be done. 
W. A. Borts, 
All-Church Publicity Association, 
Wichita, Kan. 
a, ae 
Eagle-Eye Kate 

To the Editor: Of course I may 
be wrong, but I believe that with 144 
lines of space to play with, a more 
fortunate position for the words “air- 
conditioned” could have been chosen 


THE PALMER HOUSE } 


than the one used in the attached 
Palmer House ad for the Empire 
Room. 


I know that these things happen in 
the best of well-regulated agencies 
and I may have a perverted sense of 
humor, but I do think it’s funny. 

KATHERINE SMEYA, 
Ridder-Johns, Inc., New York. 


How to Keep Photo 
File in Good Shape 


To the Editor: Here is 
you may think well 
pass on to your readers. I am sure 
that that percentage of your public 
who are interested in maintaining a 
picture file will be interested. 

Here at the Mart we maintain a file 
of every shot taken, and after being 


an idea 
enough of to 
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TWO WORDS 


HAVE CAUSED ALL OF OUR TROUBLES— ¢ 


FORGOTTEN 690. 


HAVE YOU? 


This is one of the standard. layouts used in the All-Church Publicity Association's 
advertising program. 


“burned 
times by finding file copies missing 


of every negative is made thus for 
the file. 

The results have been amazing. Re. 
gardless of the beauty of the subject, 
or the feminine pulchritude displayed, 
these strips hold the pictures in the 
file. 

We are not claiming this to be a 
new idea. Frankly, it is probably as 
old as the hills, but it was new with 
us and has accomplished the desired 
results. 


1, ORDERLY PHOTO FILE 


Often a bridesmaid but never 4 bride 
J. S. DuNcoMBE, 
Advertising Manager, The Merch- 
andise Mart, Chicago. 
v v v 


Obstreperous Muse 


Crashes the News 

To the Editor: This appeared in 

“A Line O’ Type Or Two” in the 

Chicago Tribune. Maybe this guy’s 
really got something! 


Upon Observing the Trend Toward 
Bright Headlines in Advertisements. 


The too, too clever play on words 
Will get from me repeated “birds.” 
The sparkling phrase, the _ subtle 
nudge 

Will never serve to make me budge 
Away from home to buy my suits, 
My under-shorts or riding boots, 
My shaving soap or linen collars, 
How about just “Pants, $5’'? 

Dale Fisher. 


KEN HOWARD, 
Theis & Simpson Company, 
Chicago. 


when we needed them the most, we 
devised a method that really keeps 
the prints in the file. We copied a 
pen drawing of “File Copy” with 
process film, and now place this strip 
of film on the paper in the enlarger, 
with the attached result. One print 


up” no emall number of 


% r o 7 
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ACCOMPLISHMENT 


When President Coolidge signed the Boulder Dam bill for flood control, 


irrigation, power and domestic water, he handed the pen to the publisher 
of The Los Angeles Examiner. That was because The Examiner had been 
the most persevering, militant and courageous battler for this $165,000,000 
colossus of construction, now bringing greater growth and wealth to Southern 


The Ex- 


aminer gets things done ... for the territory it serves, and for those who 


California, making new and larger markets here for advertisers. 


serve its territory. 


LOS ANGELES EXAMINER 


Represented Nationally by 
INTERNATIONAL ADVERTISING SERVICE 


Rodney E. Boone, General Manager / 
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CHEVROLET OUT 
IN FRONT WITH 
LEAD OVER FORD 


Headed for Top Honors in 
Low Price Field 


Detroit, Aug. 25.—Unless the Ford 
sales machine comes through with a 
“Garrison finish” shortly, Chevrolet 
is going to win the 1938 champion- 
ship in the low price field by the 
widest margin in recent years. Reg- 
istration figures for the first six 
months, plus July returns covering 
about two-thirds of the country, show 
Chevrolet running far ahead of its 
rival, not only in passenger, but com- 
mercial car sales. Last year, Chev- 
rolet won the title in the passenger 
car field by an eyelash, but was forced 
to bow to its old rival in truck sales. 

Incomplete registrations for July 
show Chevrolet widening the gap in 
the passenger car field, selling 22,500 
cars to about 18,000 for Ford. This 
brings the Chevrolet total to more 
than 260,000 for the year, against 
only 222,000 for Ford—a formidable 
margin for the latter to assault. The 
story differs only in details in the 
commercial car field, where Chevro- 
let has 71,500 sales to its credit, com- 
pared with about 60,000 for Ford. 


Low Prices Popular 


The latter may find the opportunity 
it is seeking in a trend which an 
analysis by the Wall Street Journal 
pointed out—a shift to the low price 
field which became manifest in July, 
after showing some signs two months 
earlier. Combined sales of Chevrolet, 
Ford and Plymouth accounted for 64 
per cent of the domestic total in July, 
compared with only 58 per cent dur- 
ing 1937. 

As indicated, Chevrolet is availing 
itself most effectively of the oppor- 
tunity created by this situation, the 
Journal’s analysis showing that it is 
getting 25.5 per cent of domestic 
sales, compared with 22 per cent a 
year ago. Ford’s slice of the total 


Ship Service 


Key to South 
_ America Trade 


Chicago, Aug. 22. 


— Dr. Fernand | sailing from 


“American influence in Argentina, 
Brazil and other countries of the 
southern hemisphere is growing. But 
the relatively poor steamship service 
between North and South America, as 
compared with service to Europe, is 
a big handicap. 

“There is one steamship a week 
New York to Buenos 


Kabus, “overseas delegate” for fam-| Aires, for example. The average sail- 
ous Angostura Bitters, product of the | ing for Europe, on one of the several 
Angostura - Wuppermann Company, | lines operating between South Amer- 
who has just returned from a six|ica and England, Italy or Germany, 
months’ stay in South America, be-| is every day. In addition, U.S. steam- 
lieves that the greatest need for im-|ers are slow, as compared with the 


proved trade between 


States and Argentina and Brazil, as | 
well as other South American coun- steamships would greatly stimulate 


tries, is better steamship service. 
“South Americans’ regard 
United States with favor,” 


| 


the United | fast liners in service east and west. 


“More frequent sailings and faster 


business relationships 


between the 


the | United States and the countries in 
he said. | South America.” 


Names Bennett & Snow 


B. F. Washburn Candy Corporation 
has appointed Bennett & Snow, Inc., 
Boston, as its agency. Present plans 
call for a newspaper, car card, radio 
and direct mail campaign in North- 
eastern states for the Waleco bar. 


Ferguson in New Post 


J. C. Ferguson has resigned as 
foreman of the mechanical depart- 
ment of the Gazette, McCurtain, 
Okla., to take charge of the Democrat, 
a newspaper in the same city, which 
he has leased from A. A. Westbrook. 


To Meldrum & Fewsmith 

Cleveland Trust Company has ap- 
pointed Meldrum & Fewsmith, Inc., 
Cleveland, as its agency. 


Widens Newspaper List 


William Simon Brewery, Buffalo, 
has expanded its list of newspapers 
with the current schedule including 
54 dailies and weeklies in western 
and central New York and northern 
Pennsylvania. National Advertising 
Syndicate, Buffalo, is the agency. 


To African Associated 


African Associated Newspapers, 
Ltd., New York, has been appointed 
representative in the United States 
and Canada for the Forum, a na- 
tional magazine of South Africa. 


Kircher Adds Vance 


Samuel Vance, Jr., has joined Al- 
bert Kircher Company, Philadelphia, 
as account executive. 


has declined from 22 to 19 per cent. 
Plymouth has improved its position 
with 14.2 per cent of the total, com- 
pared with only 13.7 per cent in 1937. 


Cigarette War 
Brings Cut in 
‘Big 4’ Prices 


New York, Aug. 23.—United Cigar 
Stores Company and A. Schulte today 
took cognizance of a new cigarette 
war by cutting prices of all popular 
brands in New York City. In the 
“Big Four” class the price went down 
to 13 cents a package, two for a quar- 
ter, plus city tax. Philip Morris 
was reduced to 15 cents straight in- 
cluding tax. 

The price cuts were called essen- 
tial to “meet competition.” At the 
Same time rumors of an impending 
rise in wholesale cigarette prices 
gained wide circulation but there was 
no confirmation from any of the lead- 
ing companies. 


For NARG Promotion 


National Association of Retail 
Grocers, Chicago, has issued a cata- 
log of advertising and publicity ma- | 
terial available to retailers for local | 
promotion in connection with Na- 
tional Retail Grocers’ Week, Oct. 
10-15. 


Plan Special Editions 


Both the Cincinnati Times-Star and 
the Cincinnati Enquirer are running 
Special editions of their papers on 
the participation of Cincinnati in the 


1 


150th Anniversary of the North West 


rritory. 

Penzel Joins Ad-Pro 
H. Roy Penzel, formerly vice- 
esident and sales manager, A. S. 


Wildey Corporation, New York, ex- 
hibit builder, has joined Ad-Pro Dis- 
Diays, Inc., New York, as sales pro- 
notion manager. 
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GOOD - FAIR - POOR - VERY POOR - FAILURE 


THIS CHART PREPARED BY THE BUREAU OF 
AGRICULTURAL ECONOMICS DEPT. of AGRICULTURE 


THE OKLAHOMA PUBLISHING CO.: 


of Agriculture. 


me Brightens 1 
spects of 


Farm Market | 


a ieee 


klahoma City Market 
~ lead the parade 


Looking forward, the 26-county, 68-mile 
trading area making up the Oklahoma City ie 
market stands out on the July crop prospects 


decline for the period. 


right spot for sales for the remaining months 
Oklahoman and Times, the dominant media hs 


in this area. 


Representative - The Katz Agency, Inc. 


WKY — THE FARMER-STOCKMAN — MISTLETOE EXPRESS — KVOR, Colorado Springs 


AW tetera farmers in the | 


<a 


map issued by the United States Department 
Looking backward, figures 
for the first six months of 1938 show cash farm 
income for Oklahoma up 2'2°% from 1937 


while the nation as a whole shows a 12% 


This bright spot in farm income is the 


of 1938 . . . sales that can be properly direct- R. | 
ed most effectively through the use of the 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


OKLAHOMA CITY 
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NEW HUPP LEADER 


Sam L. Davis, who, after many years as 

Hupmobile distributor in Chicago, has 

been elevated to the presidency of the 
company. 


“Quality J ury” 
Is Created in 
Appliance Field 


Meriden, Conn., Aug. 23.—-With sur- 
veys indicating that the average con- 
sumer is unable to recognize the 
points on which quality is based in 
the electric appliance field, Manning, 
Bowman & Co. will devote a part of 
its fall and winter advertising to 


Consumers Get 
Institutional 


Story Abroad 


London, England, Aug. 15.—The 
fifth annual “campaign to consum- 
ers” of the Advertising Association 
of Great Britain is now under way. 
Copy is appearing in all of the Lon- 
don and provincial morning and af- 
ternoon newspapers and in those 
provincial weeklies which are affili- 
ated with the association. 

The newspapers give free space to 
the association in return for which 
the latter supplies free mats for 
seventeen different pieces of copy 


ranging in size from 11 inches by 
three columns down to 2 inches by 
two columns. 

All copy carries the slogan ‘“Ad- 
vertised Goods Are the Goods to 
Buy.” Advertising is characterized 
as “The Public Servant” and a “Pub- 
lic Service.” Following are extracts 
from some of the copy: 

“By advertising the manufacturer 
does more than claim your attention. 
He expresses his confidence in the 
products he sells; he offers a guar- 
antee of their purity and efficiency. 
Only reliable goods can afford to ad- 
vertise; for only reliable goods can 
stand up to intensive examination. 
That’s why, if you purchase adver- 
tised goods, you can be sure your 
money has been wisely spent. Mod- 
ern advertising is your safeguard 


= 
|against the shoddy and the second- 


rate.” 

Colman, Prentis and Varley, Ltd., 
honorary agent to the association, 
designed, wrote and prepared the 
copy speciments and is handling the 
campaign. 


Dominion to J-W-T 
Dominion Stores, Ltd., Canadian 
grocery chain with headquarters in 
Toronto, has placed its account with 
the Montreal office of J. Walter 
Thompson Company. 


Agency for Enzal 


Enzal Company, Milwaukee, has 
appointed Frankel-Rose Company, 
Chicago, as its agency. The com- 


pany transacts a mail order medical 
business. 


Buchanan to Move 


Buchanan & Co., Chicago, wil) 
move to 919 N. Michigan avenue ip 
the near future. Meanwhile, quar- 
ters continue at 520 N. Michigan 
avenue, the offices formerly occupied 
by L. D. Wertheimer Company at 236 
N. Michigan having been abandoned. 


Two to Gussow, Kahn 


Freedman Brothers, New York, 
manufacturer of juvenile clothing, 
and Fred the Hair Stylist, New York, 
have placed their accounts with Gus- 
sow, Kahn & Co., Ine., New York. 


Ditto to Garrison 
Ditto, Inc., Chicago, has placed its 
advertising account with W. W. Gar- 
rison & Co., Chicago. The company 
manufactures duplicating machines. 


Bites we 
i 4” 
+. ” 3 ae 

, a 


dear readers, a coun- 


SHOULD WE! 


" IMAGINE, try that claims to 


profit by U. S. mistakes. Indus- 
trial index ahead of U. S. with 
corporation dividends at an all 
time high last year. No excess 
profit tax, Budget practically bal- 
anced. ... Why don’t we all move 
up there? To tell the truth, there’s 
a catch in all this, Turn to page 41 
in the September issue of FORTUNE 


educating the buyer on this score. 
A “quality jury” will impart in- 
formation in chatty and painless 
fashion in most of the company’s ad- 
vertisements. The jury consists of 
a small group of experts who will 
consistently appear in the copy, giv- 
ing reasons for their endorsement of 
various items in the Manning-Bow- 
man line. The public will look over 
the jury’s shoulder as it discusses 
design, safety, workmanship and fin- 
ish, dependability of heating ele- 
ments, and relation of all of these to 


—— 


the work the appliance is called on 
to perform. 


Guide for Best Results 


Manning-Bowman is also extending 
first aid in other respects through 
use of sales promotion material. One 
folder, on electric irons, tells the 
user how to secure the best results. 
Another, “Designed for Giving,” is 
packed with practical gift sugges- 
tions, with emphasis on the wide 
range of foods in which electric ap- 
pliances figure. 

The company is presenting dealers 
with a sturdy wooden pyramid dis- 
play for orders of $50. The premium 
is being merchandised as the “Profit 
Package,” and numerous sales helps 
are included in the ensemble. 
Larchar-Horton Company is_ the 
agency. 


Handkerchiefs to Menken 


International Handkerchief Mfg. 
Company, New York, maker of Seal 
packerchief, Grenadier and Pace Set- 
ter brands, has appointed Menken 
Advertising, Ine., New York, to han 
dle the promotion of a new line of 
women’s handkerchiefs. Charles H 
Sandak is account executive | 


Heads “Scrap Book”’ 


been appointed to the newly created 
post of assistant general sales man- 
ager 


and read CANADA THE SIREN. 


WILL PUMP PRIMING ‘iscsease puschas 


ing power? Suppose a PWA job does create 2.5 
jobs in private industry? ¢s this all clear gain? 
FORTUNE 
serious flaw in the reasoning. See FoRTUNE for 


suggests a point overlooked, and a 


Business-and-Government, an editorial begin- 
ning on page 63 in this month’s issue. 


ms B. M. Robinson, attorney well 

- known in the lithographic industry, 

j has become publisher of the Sales 

Scrap Book, monthly magazine spon- 
sored by the Salesmen’s League of 
America, Ine Headquarters will con- | 
tinue at 118 KE. 18th street, New York. | WANT YOUR NAME IN LIGHTS? 
| McGaughey Joins AMA : 
William H. McGaughey, formerly | ® Better get an agent! Mae West did. And John 
wite Wemern Eiectric Company and Barrymore, Bob Burns, Martha Raye, Fanny Brice. 
The Wall Street Journal, has joined . ‘ . ee a en _ 
the public relations staff of Automo- Famous names pay their 10° commission to The 
bile Manufacturers Association in William Morris Agency. This month Fortune in- 
the New York office . ; " ge , 

, vestigates this agency to discover what hand-holding. 
hl Baquie Promoted and downright inventiveness good agents must ex- 
vi 2 ° . . - 

a Gordon Baquie, formerly Southern ercise to earn their cut. See page O.. 
is division manager of Brown-Forman 
Distillery Company, Louisville, has | 


Before and after looking through Polaroid 


¢ What is this new glare-killing Polaroid glass which will 
make a young Harvard man his fortune? Fortune illustrates 
some things to come, when automobiles, windows of trains, 
cameras, binoculars, all make use of this new glass. Turn 
to page 74 in FoRTUNE and read IN THE LIGHT oF PoLarRoID. 
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Paving Mixture 


Gains Support 
of Ohio Drive 


Columbus, O., Aug. 23.—Plans for 
an educational campaign in 54 Ohio 
newspapers to acquaint the public 
with the virtues of hot mix, which 
means hot laid asphalt mixtures for 
paving and not a new term for 
swing music, were launched here to- 
day by the Hot Mixed Bituminous 
Industry of Ohio. 

Addressed to citizens of the state 
as ultimate owners and users of 
streets, copy will invite the public to 
inspect those highways which have 


PUZZLE: find $8,000,000 profit in this picture 


© Corn Products can squeeze umpteen different things out of a 
kernel of corn. And if corn had a squeal they'd probably find a 
way to use that too. In Fortune this month is the story of Karo 
Syrup, Mazola oil, Argo starch, Linit, and Kre-mel dessert. And 
how Corn Products made thirty-two years profit in a row. See page 
55, September issue of FORTUNE. 


NEW DEAL WITHOUT TEARS —IN SWEDEN 


© Now read about a country where industrial production is 50% 
above 1929 peak. The dollar’s buying power up 20%. A balanced 
budget. No taxes on land. Few on production, except alcohol and 
tobacco. And unemployment reduced to a minimum. And New 
Dealism with subsidies, public works, and government-in-busi- 
ness, sometimes even partners with business men. And, if you can 
believe your ears, business men like it! (“Peace, Father, it’s too 


| 
been paved or salvaged with hot mix. | 
Hot mix, it is explained, is known | 


in the division of highway specifica- 
tions as T-135. 

The newspaper series will call at- 
tention to signs recently erected des- 
ignating the beginning and ending of 
these T-135 stretches throughout the 
state. 


Political Angle Appears 


Launching of the campaign was 
viewed in some circles as the result 
of a recent political squabble and a 
state legislative investigation of the 
industry. It was investigated by a 
committee known as the “Hatchet 
Men” of the Ohio senate. 

It was claimed by this committee 
that the state was being over- 
charged for hot-mixed asphalt, but 


the present incumbent, Gov. Martin 
L. Davey, claimed that the entire 
investigation was made to embarrass 


means of regaining this prestige. 

Industry officials commented, 
“Many people throughout Ohio are 
him in his primary campaign for re- of the opinion that the hot mix in- 
nomination. Since the investigation, | dustry is relatively new, when, as a 
a taxpayers’ suit has been entered in| ™4tter of fact, it has been in oper- 
the state courts seeking reimburse-|#tion for more than half a century. 
ment to the state for the alleged There are 34 companies operating 


cegels Politica! observers have hot mix plants in the state. 
Se ee niga The present schedule provides for 
voiced the opinion that, since Gov. 


; : a four-month drive, using 
Davey was unsuccessful in his cam- copy, beginning in September. Harry 
paign for renomination as the stand-| yy Miller, Inc., Columbus, is the 
ard bearer for the Democratic Party, | agency in charge. 
it was more than likely that the suit 
would be dropped and the situation 
stirred up by investigation forgotten. 
The hot mix industry, however, is 
believed to have suffered in loss of 
good will. The institutional cam- 
paign was projected as an effective 


Gets Arnold Tours 


Bennett & Snow, Inc., Boston, has 
been appointed to handle the adver- 
tising of Arnold Tours, Boston. News- 
papers are being used. 


. The unco 


mortable st 
irtiss-Wrig 


(CESS 


of C 


— 


© Because nations in terror of war buy swarms of 
planes, Curtiss-Wright ended last year with $1,984,- 
000 profit. Disconcerting because with it comes the 
tag “armament maker”. Yet why did a U. S. Briga- 


dier General say foreign sales “should be an en- 
) £ 


couraging sign”? And why is Washington divided 
about stopping such exports? ForTUNE reveals the 
inner workings of Curtiss-Wright, how planes are 
built, how planes are sold. On page 79. 


SoU SSS i= ag at the funny hats 


® Don't cheer, boys. The poor devils that made 


these hats probably lost their shirts. The millinery 
business is like that. Nobody has even 1% of the 
business, and the manufacturers go out of business 
regularly, what with bad management, and too much 
“competition”, that word beloved by Washington 
how-to-do-business experts. See ANARCHY IN THE 
Hat Business, page 87. 


NEXT MONTH ... Inland Steel . . . Mexico... 


Business-and-Government 


.. « The National Labor 


Relations Board .. . Fuller Brush Co. . . . The For- 


TUNE Survey 


... Elizabeth Arden. 
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UNEMAN & COMPANY + CHICAGO. Iki. 


Newspaper copy playing up neglected 
feature of the Dr. Grabow pipe. 


Sales Increase 


tt 


Spurs Drive 
for Dr. Grabow 


Chicago, Aug. 23.—-The pre-smoking 
feature of the Dr. Grabow pipe is due 
for substantially expanded emphasis 
in a new campaign to be launched 
Oct. 1 in newspapers and magazines 
by M. Linkman & Co., it was dis- 
closed here today with reports that 
sales volume to date was approxi- 
mately ten times that of last year. 

R. J. Dean, advertising manager, 
said that while the pre-smoked fea- 
ture of the Dr. Grabow pipe was not 
new—being originally introduced in 
1928—-it had not been extensively pro- 
moted until the past few years. 

The sales increases following this 
advertising, he added, warranted @ 
similar spurt in campaign plans. The 
new schedule will include 80 metro 
politan and college newspapers and 
Esquire, in contrast to last year when 
about 20 newspapers were used. 


Movie Stars Help 


The company has also made 
use of testimonials from some of 
Hollywood’s masculine stars in the 
past months. This is to be continued, 
Mr. Dean said, with names and pic- 
tures of nine stars scheduled to make 
their appearances, one of them being 
Melvyn Douglas. 

Dominant in all copy for the Dr. 
Grabow pipe is the claim that its pre- 
smoked feature makes it ready for 
the user to enjoy at once without the 
necessity of any breaking in process. 
/There is no attempt made to wean 
men away from any other form of 
tobacco. 

Mr. Dean emphasized that the pre- 
smoking of the Dr. Grabow did not 
jeopardize its appeal to those pipe 
connoisseurs who believe that only 
one brand of tobacco should be used 
with a pipe. 

“We use a very high grade of 
tobacco for the pre-smoking,” he said, 
“and we do not find that this makes 
the pipe less amenable to the cus- 
tomer’s favorite brand. Our research 
indicates that the biggest sales re- 
sistance to pipes is the necessity to 
break them in properly.” 

The Dr. Grabow retails for $1.50. 
Simons-Michelson Company, Detroit, 
is the agency in charge. 


New Good year Tire 


A new luxury tire has been intro- 
duced by The Goodyear Tire and Rub- 
ber Company with a full-page adver- 
tisement in the Aug. 20 issue of The 
Saturday Evening Post. Called the 
new Double-Eagle Air-Wheel tire, the 
new product will be added to the 
Double Eagle line, which has been 
| featured as “the finest tire the world 
has ever seen.” A number of other 
national magazines will be used, but 


the schedule is incomplete at this 
time. Arthur Kudner, Inc., is the 
agency. 


Van Newkirk Promoted 


Van C. Newkirk, with the Don Lee 
radio network since 1925, has been 
appointed director of network pro- 
gram operations, succeeding Jack 
Joy, resigned. His headquarters will 
be in Los Angeles. 
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Massachusetts 
Grocers Police 


New Sales Act 


Boston, Aug. 25.—With the Massa- 
chusetts Unfair Sales Act becoming 
effective Sept. 12, the Massachusetts 
Retail Grocers’ Association is setting 
up elaborate machinery to enforce the 
new law. Harry F. Woodward, secre- 
tary of the association, sponsored the 
bill, designed to annihilate loss leader 
selling. The law requires a minimum 
markup of 2 per cent above invoice 
for wholesalers and 6 per cent for re- 
tailers. The 10 per cent requirement 
in the Minnesota act caused the Su- 
preme Court of that state to hold the 
law invalid. 

The new act will be policed by 
the Massachusetts Food Trade Coun- 
cil, to include one member from each 
local council, and one representative 
from each state-wide chain. Coun- 
cils have already been formed in ten 
districts, and a much larger number 
will be in existence by the effective 
date. 

Thus far other trades have failed 
to adopt similar organization pro- 
grams, so that enforcement outside of 
the grocery field is likely to be on an 
extremely sketchy basis for a time, 
at least. 


| $$ -——— — 


McGraw-Hill Sponsors 


Public Relations Data 


A comprehensive editorial program 
intended to offer practical informa- 
tion on how industry can improve its 
relations with employes, customers 
and the community at large will be 
launched in October issues of all pub- 
lications of the McGraw-Hill Publish- 
ing Company. 

Detailed case studies will be pre- 
sented showing how specific compa- 
nies solved their public relations 
problems through intelligent plan- 
ning. 


Studebaker and Olds 


Set Prevue Dates 


The 1939 Studebaker will be un- 
veiled at South Bend Sept. 10, the 
company announced this week. Indi- 
cations are that Studebaker will use 
more newspaper advertising than 
during the past year. 

The new Olds models will be in- 
spected by invited guests Sept. 14. A 
special press train will run from De- 
troit to Lansing for the prevue, V. C. 
Havens, advertising manager, an- 
nounced. 


Weidel Joins Agency 


Vaughn Weidel, promotion consult- 
ant, has joined Metropolitan Adver- 
tising Company, New York, as vice- 
president, and will take cuarge of a 
special department for servicing asso- 
ciation accounts. 


HAILS CHAMPIONS 


CH. TRI CAP 


es CONTAINS 

 EARLYNE 
pay TAMINS 4 8-8. G a. 6 oF 

™~.. “TOGETHER WITH THE 


New package labels 


introduced by 


Chappel Bros. will glorify the topnotch- 


ers of dogland. 


New Label Is 
Designed for 
Ken-L-Ration 


Rockford, Illl., Aug. 24.—Chappel 
Brothers, Inc., maker of Ken-L-Ration 
dog food, today disclosed plans to 
make dog owners “dog champion con- 
scious” with adoption of a new label 
design to picture 24 varieties of Chap- 
pel-fed champions. 

Each label will be devoted to one 
specific type and is designed to edu- 
cate the customer to the virtues of 
this breed by providing him with a 
picture which can easily be removed 
for filing in a scrapbook. The pic- 
tures will not carry advertising, it 
was said. 

The 24 pictures in the series, each 
of a dog that has recently won his 
blue ribbons, will also be available to 
Ken-L-Ration purchasers in enlarge- 
ment form. Twenty-four of these en- 
largements will be given in return 
for 24 labels and $1. 

It is also expected that the new la- 
bel and the enlargement offer will be 


Wells to Miller 
Stephenson Wells 


count executive. 


has joined 
Glen Miller, Chicago agency, as ac- 


featured in the campaign launched in 
June by Chappel Brothers. The sched- 
ule for this drive includes rotogra- 


M.| vure, magazines and specialized dog 


publications, with C. Wendel Muench 
& Co., Chicago, the agency in charge. 


ARTISTS @* 


A LARGE, EFFICIENT AND 
COM PLETELY EQUIPPED 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


workmen 


| All Departments 


= 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


Printing 


OUR SERVICES 


TYPESETTING 
(Linotype, Monotype and Hand) 


PRESSWORK 


(The Usual as well as Colors) 


BINDING 
(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 


(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 


(Our facilities are up-to-date and 


can take care of any sized orders) 


ADVERTISING SERVICE 
(Planning, copywriting, design- 
ing, photographing and artwork) 


Because of automatic 
machinery. Day and 
night service 


Established 1888 


ENGRAVERS °@ 
PHOTOGRAPHING 


DEPENDABLE PRINTING 
Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS @® 
PLANNING @ 


ELECTROTYPERS 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


RIGHT PRICE 


Because of superior 
facilities and efficient 


management 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from all parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. C 


Zonsulting with us about 


your printing problems and asking for estimates does not place you under any obligation whatever 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


_ PRINTING PRODUCTS CORPORATION 


| Telephone WABASH 3380 Polk and La Salle Streets 


Chicago, Illinois 


City Fathers 
Fill Role As 
Copy Censors 


New York, Aug. 23.—Provisions of 
he new federal pure foods, drugs 
ind cosmetics act have been utilized 
vy the City Bureau of Weights and 
Measures here to eliminate mislead- 
ng labeling and advertising of sea- 
‘ood products. Wholesalers, at a 
neeting with city officials last week, 
‘greed to lend their support to a 
‘ampaign to educate retail dealers, 
yacked by punitive action. 

The particular case at issue was 
he misrepresentation of frozen sea 
‘rawfish as fresh lobster. It was 
igreed that the wholesalers would in- 
itruct all dealers in the proper label- 
ng and advertising of these products. 


Sly Resigns 

Frederick S. Sly has resigned as 
vresident of Furniture Index, Inc., 
New York, a post he has occupied for 
he past four years. He was previ- 
ysusly vice-president of American 
Architect. He will continue as con- 
sultant to The Publishers’ Clearing 
House, New York. 


Closes Philly Office 


Erwin, Wasey & Co., Inc., has 
closed its Philadelphia office. J. E. 
Burns, account executive, has been 
| ransferred to Baltimore to contact 
he Gunther Brewing Company ac- 
‘ount. 


Davis pwn KTOK 


Albert V. Davis, formerly on the 
| advertising staff of the Daily Okla- 
| homan and Times, Oklahoma City, 
has joined the sales staff of Station 
KTOK, Oklahoma City. 


Cole Appointed 
F. E. M. Cole Company, Chicago, 
has been appointed Midwest advertis- 
| ing representative of Better Fruit 
| Magazine, Portland, Ore. 


—m 


. . . 
Hail Dlinois As 
‘Magazine Capital” 
Springfield, Ill, Aug. 24.— 


This state now occupies first 
place in the nation and the | 
world in the manufacture of | 
magazines, according to an ex- | 
hibit'on view at the Illinois | 
State Fair now in progress. | 
The top of the heap has been 
achieved during the past ten 
years and more than 595,000,- 
000 magazines are made in the 
state annually, with a retail 
value of $68,000,000. 

Among the nationally dis- 
tributed magazines that roll 
off Illinvis presses are Coronet, 
Cosmopolitan, Esquire, Fortune, 
Good Housekeeping, Ken, Lib- 
erty, Life and Time. These 
nine alone are said to account | 
for approximately half of the 
595,000,000 total. 


Financial in 
July Comeback 
in Newspapers 


New York, Aug. 25.—With finan- 
cial advertising showing signs of ac- 
tivity, the July decline in total 
display of newspapers in 52 cities 
amounted only to 17.3 per cent, com- 
pared with 19.6 per cent in June, ac- 
cording to the latest report of Media 
Records, Inc. July display aggre- 
gated 63,351,771 lines, compared with 
76,592,748 in July, 1937. 

Financial advertising amounted to 
1,869,306 lines, the third largest vol- 
ume in the last year. It compared 
with 1,992,281 lines for July, 1937, 
for a decline of 6.2 per cent. Finan- 
cial linage hit an all-time low in 
May, when only 1,395,640 lines ap- 
peared in these 52 cities, but regis- 
tered substantial increases in the 
two subsequent months, 


Auto Linage Down 


The increasing activity in the fi- 
nancial classification was offset by 
the doldrums with which automotive 
linage was afflicted. Automotive lin- 
age in July amounted only to 3,031,- 
230, compared with 5,902,641 in July, 
1937, for a decline of 48.6 per cent. 

General linage in July was 13,027,- 
619, 24.1 per cent below the 17,160,- 
272 of July, 1937. Retail linage 
declined 11.9 per cent from 51,537,- 
554 in July, 1937, to 45,423,616 in 
July, 1938. The department store de- 
cline was only 8.6 per cent, the cur- 
rent figure being 17,909,506, com- 
pared with 19,601,358 a year ago. 

Classified advertising was down 
10.2 per cent in July, with 20,301,158 
lines, compared with 22,613,535 in 
July, 1937. The decline in classified 
made the July loss in total advertis- 
ing 15.7 per cent. 


Plan Ridge Tool Drive 


Ridge Tool Company, North Ridge- 
ville, O., will use approximately 40 
trade papers in various fields for its 
fall campaign. Direct mail is also 
scheduled, with Carr Liggett, Inc., 
Cleveland, the agency in charge. 


Penney to Try Radio 
Blackett -Sample-Hummert, Inc., 
New York, has been appointed by 
J. C. Penney Company to handle a 
test radio campaign in the Middle 
West. 


Cin you 


after-sales utility of 
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_ mail it in a bag, or sample it in a bag? 
| If so, consider the economy, convenience, novelty and 
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stating the nature of your product. 
BEMIS BRO. BAG CO. 


5112 SECOND AVE BROOKLYN, N.Y 
428 POPLAR ST st. tours, MO 
Name 

Address 
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MONTH DRIVE 
NETS 205% GAIN 
ON TODD CHECKS 


Promotion Effort Clicks in 
Spite of Trend 


Rochester, N. Y., Aug. 25.—A sales 
increase of 205 per cent as the result 
of an aggressive promotion drive for 
a product faced with a decreasing 
market six months ago was reported 
here today by the Todd Company, 
maker of Super-Safety checks. 

Discussing results of the campaign, 
F. D. Scandling, advertising and sales 
promotion manager, said that it had 
been launched with the company fully 
cognizant that the number of banks 
in the United States had decreased 
approximately 50 per cent and that 
depositors in the remaining banks 
were writing as few checks as pos- 
sible because of service charge and 
minimum balance requirements. 

“Yet this company believed,” Mr. 
Scandling commented, “that the sale 
of Super-Safety checks could be in- 
creased materially if the exclusive 
features of these checks could be 
brought to the attention of a suffi- 
ciently great number of banks.” 

The campaign involved use of copy 
in bank magazines, direct mail and 
other helps for banks using the 
checks and considerable emphasis on 
a new portfolio for the company’s 
sales force. All copy emphasized the 
three features claimed exclusively for 
the Super-Safety checks. 


Depositors Are Insured 


These include insurance for bank 
depositors who use them against loss 
caused by fraudulent alterations; a 
process which brings to light hun- 
dreds of impressions of the word 
“Void” on the checks when ink erad- 
icator is applied, and the fact that 
Super-Safety paper is never sold 
blank, thus no one is able to obtain 
it to counterfeit genuine checks. 

Bank magazine copy in stressing 
these features also emphasized how 
individual banks might capitalize on 
them, suggesting increased safety, 
prestige and good will accruing to 
banks who made use of the checks. 

Newspaper mats, display cards, and 
direct mail letters were also offered 
free to banks for use in selling the 
Super-Safety check features to their 
customers, 

A typical paragraph in one of the 
sample letters offered the banks illus- 
trates a suggested technique for build- 
ing good will through these checks. 
The letter reads: “In furnishing de- 
positors with Super-Safety checks we 
express in a very tangible manner) 
the attitude of this bank toward those 
who entrust their funds to its care. 

“We call your attention to these 
checks in order to give you still an- 
Other evidence of our sincere pledge 
always to give our depositors’ funds 
every protection that it is possible to 
provide.” 

With the Todd Company gaining 
a 205 per cent increase in dollar 
volume, Mr. Scandling said that new 
accounts are being obtained at a rate 
that will quadruple within 12 months. 


N. Y. Agency Bows 


Daniel R. Ryan, Inc., has been or- 
ganized in New York with Daniel R. 
Ryan, 6222 New Utrecht avenue, 
Brooklyn; Walter T. Sattler, 85 
Bronx River road, Yonkers, and John 
Yeargain, 230 W. 97th street, New 
York, listed as incorporators. 


. 
Brook-Fox Appoints 

Brook-Fox, Inc., Newark, N. J., re- | 
tailer of women’s coats and furs, has 
appointed Fashion Advertising, Inc., 
New York, to direct a campaign in 
‘Ocal newspapers, direct mail, and 
utdoor, 


. . 
Sedgwick Appointed 
“conomic Materials Company, Chi- 
120, maker of brewing corrective 
‘terials, has appointed Edward L. 
igwick Company, Chicago, as its 


Né 


COPY SUCCESS 


CHECKS EQUIPPED WITH 
BURGLAR ALARMS 
iapceeeweosee: 

=e 


Sales of Super-Safety checks stepped 
way up after vigorous promotion. 


— 


Barrett to Ft. Worth 


Neal Barrett, manager of Station 
KOMA, Oklahoma City, who with El- 
liott Roosevelt organized a 23 station 
Texas network recently, will move to 
new headquarters in Fort Worth 
Sept. 1. 


Eanes to KOB 


Cc. L. Eanes, formerly advertising 
manager of the Albuquerque Publish- 
ing Company, has been named man- 
ager of the Albuquerque Broadcasting 
Company, operator of Station KOB. 


Birnbaum Gets Post 
Browne-Vintners Company, New 
York, has named Jack Birnbaum as 
advertising manager. 


MASTER'S LAMENT 


TO THE MEMORY OF 


“SPIKE” 


a beloved, friendly, beagle hound 


cruelly killed by a hit-run driver 
East Shore, Saratoga Lake, Aug. 
16,1938. May the memory of this 
killing trouble this heartless 
Brute for the rest of his life. 


This touching piece of copy which ap- 
peared in the Evening News, Albany, 
N. Y., last week reflected the deep 
attachment of a man for his faithful and 
devoted dog. The original advertise- 
ment ran 42 lines on two columns. 


Plans Fall Campaign 


Lightolier, New York manufacturer 
of lighting fixtures and lamps, will 
begin an advertising campaign in 
magazines and New York newspapers 
Sept. 13, emphasizing the need for 
re-fixturing in private homes. N. W. 
Ayer & Son, New York, is the agency. 


Eckert Names Miner 


Louis Eckert Brewing Company, 
Los Angeles, has appointed Dan B. 
Miner Company, Los Angeles, as ad- 
vertising agency. Newspapers, radio 
and outdoor will be used. 


Gets Dramatic School 


Modern School of Dramatics, New 
York, has appointed Redfield-Johns- 
tone, Inc., New York, to handle a 
magazine campaign. 


‘Sency. Douglas M. Smith is account 
ecutive ' 
= 


DEMAND 


for thee MIRROR 


SALES 


for thee ADVERTISER 


235 E. 45th Street 
NEW YORK, N.Y. 


Just reason it out now—without any preconceived ideas—and you’ ll 
reach the same conclusion. Advertising in a real NEWSpaper, 
read by the second largest group of newspaper readers in the New 
York market, is bound to get the eye of responsive purchasers 
who buy quantities of merchandise. : 

That is why we invite those advertisers and agency men who 


are not really acquainted with the New York Mirror to read and 
check through it carefully. 

Three great news services—Associated Press, United Press and 
Iriternational News Service—provide the news coverage; editors 
and feature writers the balance of the formula, with emphasis on 
unexcelled photographic reporting 

The March, 1938, A. B. C. statement showed 100,422 more 
purchasers of the Daily Mirror than that of March, 1937—709,254 
individual buyers (and the additional readers) are evidence of a 
demand for The Mirror that many new and old advertisers are 
turning to their sa/es advantage in New York. 


The ONLY New York newspaper to have 
Gains in Retail, Financial or Total Display 
advertising in the first six months of 1938 


NEW YORK MIRROR 


Daily and Sunday 


333 N. Michigan Ave. 
CHICAGO, ILL. 


7-245 General Motors Bldg. 


DETROIT, MICH. 


681 Market St. 
SAN FRANCISCO, CAL. 
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BANKING FACTS 
CIRCULATED IN 
CANADIAN DRIVE 


New Copy Technique Marks 
Cooperative Effort 


Toronto, Aug. 25.—-To combat finan- 
cial theories such as social credit, 
which have gained headway in recent 
years, Canadian banks have changed 
the style of their advertising to ap- 
peal to the man-on-the-street and have 
started an educational campaign to 
acquaint the Canadian public with 
the functions and operating methods 


of the Dominion’s ten chartered 
banks. 
Most striking note in Canadian 


bank advertising to-day is the use of 
illustrations, as against former con- 
servative announcement type adver- 
tising. Financial institutions are us- 
ing in their advertising experiences 
of individual borrowers; are illustrat- 


ing how banks can assist small busi- 
nesses and professional men; 


are | mand. 


stressing their welcome of small ac- 
counts; are showing with true stories 
the results of bank savings accounts. 


Not Heartless Automatons 


Behind the campaigns of individual 
banks is the desire to show in a 
simple way to ordinary men and wo- 
men that bankers are not the cold- 
blooded, impersonal “money-chang- 
ers” they have been made out to be 
by radical theorists of finance. These 
new advertisements are designed to 
invite the Canadian public into the 
banks to see for themselves that bank 
managers and bank employes are 
reasonable, friendly, likeable humans. 

Because the branch banking sys- 
tem operated in Canada — the ten 
banks have nearly 3,000 branches— 
lends itself more to attacks of mon- 
opoly control by financial radical the- 
orists, Canadian bankers have found 
it necessary to go out and combat 
these teachings. The Canadian Bank- 
ers’ Association, an organization re- 
quired by Canadian banking law, is 
using a series of educational adver- 
tisements in as wide a publication 
field as possible, even embracing for- 
eign language papers, to show how 
banks operate. These tell in simple 
words how banks extend credit, how 
loans are made, that credit can only 
be issued against actual assets, that 
deposits are payable in cash on de- 
The series started with a 


frank statement that “Canada’s Char- 
tered Banks Value Your Goodwill.” 
Another of the series told of the gov- 
ernment precautions contained in the 
Canadian Bank Act and the govern- 
ment’s protection given every de- 
positor. 


Spread Viewpoint in Alberta 


This series followed a series of six 
radio broadcasts in Alberta, each of 
which was also inserted as copy in 
every daily and weekly publication in 
the province of Alberta, which has a 
social credit government. The series 
was later put out in pamphlet form 
and placed on the counters of every 
branch in the Dominion. The talks 
followed in more detail the story now 
being told in the advertisements men- 
tioned above. 

The Canadian banks believe they 
are performing a double job—bolster- 
ing confidence impaired by radical 
teachings and at the same time sell- 
ing their services to many who had 
no inkling of the many services 
Canadian banks offer. 


Color for Ten High 


Color pages in American Legion 
Magazine, Collier’s, Liberty and Life 
will appear in September issues for 
Hiram Walker’s Ten High whisky. 
A newspaper drive will be inaugu- 
rated Sept. 15. Sherman K. Ellis & 
Co., New York, is the agency. 


pillow cases, perhaps a 


tress covers, 


Not even unusual. 


the piece. 


a lot of things the 
has no need for. 
ference 
Consumer is the 
my “family” 


how they do use linens! 


We're getting a little low on bedding, 


so I'm going shopping for 100 pair of 
blankets, several gross of sheets and 


Does that sound like a lot? 
You see, the “house” 
I run has a couple of hundred beds for 
patients, and another hundred or so for 
nurses and employes, so sheets and pil- 


by the gross around here, 
And how they go! 


I'm a hospital housekeeper, and | buy 
everything any housekee 


average 


between me and Mrs. 
size of our orders... 
she buys for a family of four or five... 


averages around 300. and 


.’ 


hundred mat- 


good way to get 
your products is to tell your story in 
HOSPITAL MANAGEMENT, the busi- 


ness paper of hospital administration 


It isn’t. 


on down. 


low cases and blankets and things run 


instead of by 


daily work, and because it discusses the 


practical 
per buys, plus 


housewife mon-sense 


But the principal dif- 


Average 


telling your 
HOSPITAL 


mighty 


Hospital Management 


The National Magazine of Hospital Administration 
100 E. Ohio St., Chicago — 330 W. 42nd St., New York ANY 


Shopping for 
100 Pair of 
Blankets 


So you can see that I’m a good person 
to cultivate, if you sell any of the multi- 
tude of things that I’m responsible for. 
And I don’t mind telling you that one 


that circulates among all the executives 
in our hospital, from the superintendent 


We like HOSPITAL MANAGEMENT 


because it is practical and helpful in our 


administrative 
operating a hospital in a practical, com- 


way. 


If you have 
or the other executives in our “ 


MANAGEMENT iss a 


good start. 


Going 


me interested in 


problems of 


something to sell to me 
family,” 
the 


story in pages of 


CANADIANS HUMANIZE BANK COPY 


BORROWING FOR PROFIT 


“to every business comes a time | 
we hboucw,” for instance...... 


To Carry On | 


Farmers are not the only business men 
who need to borrow to make next season's 
“crop” possible. 


products. 


The Bank of Montreal makes loans to all kinds 
of Canadian business for such constructive purposes. 


BANK OF MONTREAL 


ESTABLISHED 1817 
“a bank where small accounts are welcome”’ 


MODERN, 


Manufacturers have to purchase raw 
materials for a “crop” of future finished ; 


Wholesalers must stock up in advance | 


and warehouse their goods, if they wish a 
seasonal harvest of business. 


Retailers, buying for the new season's 
demands, may need money to take advan- 
tage of discounts. 


Many lines of business need to borrow, 
in order to carry on. 


EXPERIENCED BANKING SERVICE. 


. the Outcome of 120 Ya Year?  Suacceefucl Operation 


Current Canadian bank advertising departs from the more conservative announce- 
ment type of copy used heretofore in favor of an illustrative technique that tells 
a simple story. 


| new 


14 Advertisers Go for 
Walt Disney’s Fantasy 


New York, Aug. 23.—Fourteen na- 
tional advertisers turned to the 
realm of fantasy as represented by 
Walt Disney to give productiveness 
to their advertising in 1937, accord- 
ing to a catalog issued today by Kay 
Kamen, Inc., exclusive representa- 
tive of Walt Disney Enterprises. 

In addition, scores of companies in 
as many fields have been authorized 
to produce Disney characters in 
every conceivable material, ranging 
from precious stones to the humble 
cotton print fabric. 

The roll of advertisers who capi- 
talized on the fame of “Snow White 
and the Seven Dwarfs” starts with 
National Dairy Products Company, 
who used “Snow White” as the name 
of an ice cream, and dubbed a new 
beverage “Dopey,” after one of the 
princess’ boy friends. 


From Tumblers to Ham 


Kraft-Phenix Cheese Corporation 
used character tumblers picturing 
the eight principal characters in the 
Disney feature to stimulate sales of 
Parkay margarine. Armour & Co. 
tied in with the popular Disney pic- 
ture with a “Snow White 
Seven Dwarfs” 
“ham what am.’ 

Royal Typewriter Company found | 


and the| 
wrapper for its Star | 


that Snow White and Dopey created | 


interest in writing 
when they were embodied in an ac- 
tion window display in which the 


princess tapped demurely’ while 
Dopey used a hammer. 
Nashua Manufacturing Company 


found that such staples as Indian 


machines | 


| 


Head sheets could be given a lift by | 


employing the Disney 
national magazine copy. 
Palmolive-Peet Company 
color pictures of Snow White and 


Colgate- 


her little pals with Super Suds, 
while Johnson & Johnson offered a 
Snow White game with Tek tooth 


brushes. 

Procter & Gamble Company of- 
fered lithographed paper masks on 
the radio to help Camay sales, and 


Swift & Co. garnered box tops from | 


characters in 


| 
dispensed | 


| 


Allsweet margarine merely by de- 
scribing a seed offer as “Snow White 
and the Seven Dwarfs” flower seeds. 
Wm. Wrigley, Jr. Company offered 
a dress pattern for producing a Snow 
White frock. 

General Foods Corporation, which 
has used Disney cut-out characters 
on its containers for five years, 
brought the procession up-to-date by 
adding Snow White and the dwarfs. 

Other advertisers elected to sink 


or swim with an old stand-by, 
Mickey Mouse. National Biscuit 
Company offered Mickey Mouse 


cookies and Sun Oil Company pre- 
sented the entire Mickey Mouse cast 
on posters as endorsers of Sunoco 
oil. 


Simms Joins “You” 


William H. Simms, formerly with 
The New Yorker, has joined the ad- 


vertising staff of You. 


ee 


Before making 
up your fall 
budget see 
what WFEBR has 
to offer! 

tn Baltionore, Ws 
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RUG RESEARCH 
COSTS MILLIONS. 
CONSUMERS TOLD 


Projects Cited in Answer to 
Advertising’s Foes 


New York, Aug. 23.—That national 
advertisers in the drug and cosmetic 
fields spent more than $33,000,000 for 
research in 1937 was revealed here 
today in a survey conducted by the 
Drug, Chemical and Allied Trades 
Section of the New York Board of 
Trade. It was the first of a series of 
studies designed to provide ammuni- 
tion for the defense of American ad- 
vertisers against unfair attacks on 
their products. 

The report covered 1,500 manufac- 
turers, representing about 95 per cent 
of the nation’s total volume in drugs 
and cosmetics. A summary of the 
replies shows that $25,000,000 was 
spent last year in developing new 
products, and $8,000,000 in improv- 
ing old products. 

The beneficial effect of this research 
work, from the standpoint of employ- 
ment, was indicated by the fact that 
19.236 men were employed in devel- 
oping new products, and 5,384 men in 
improving old ones. 


Factual Data Needed 


P. Wesley Combs, vice-president, 
William Esty & Co., and chairman of 
the board’s public relations commit- 
tee, pointed out the need for reliable 
statistics when the survey started 
last June. 

“Many attacks have been made on 
business in general, and our industry 
in particular,” he said, “and it does 
no good to talk about the many un- 
truths unless we do something about 
og 

The committee proceeded to round 
up facts about capital, investment, 
taxes paid, people employed, wages 
paid, expenditures in improving 
product, and anything else that would 
help to give the public a better ap- 
preciation of the manner in which 
public interest is being served. The 
survey on research was the first to 
be completed and others are in prog- 


May Launch Campaign 


Statistics compiled by the Board of 
Trade through these surveys may be 
made the basis for an institutional 
campaign, at a later date, to refute 
organized consumer attacks on pro- 
prietary products. At present, the 
survey results will be widely publi- 
cized through the campaign now 
being conducted by American Drug- 
gist, Cosmopolitan, and the Hearst 
newspapers, under the slogan “Who’s 
a Guinea Pig?” 

The board is cooperating in the 
campaign, which aims to stimulate 
the sale of nationally advertised com- 
modities. 


Campbell Soup Company 
Establishes Pensions 


\ retirement and pension fund has 
een established by Campbell Soup 
Company, Camden, N. J., at a cost of 
$2,753,000 to provide for all of its full- 
time employes in old age and to sup- 
Plement the benefits of the federal so- 
Clal security act. 

Che policy is held by Prudential In- 
Surance Company of America. 


Powers Joins Martin 


Marsh K. Powers, fomerly president 
ot The Powers-House Company, 
leveland agency which was liquid- 
ated at the beginning of the year, has 
ined Glenn L. Martin Company, 
Baltimore, as assistant to the pres- 
‘Gent in charge of advertising. The 
Martin Company manufactures mil- 
‘lary, naval and transport aircraft. 


Plans Fair Issue 


_Lngineering News-Record, New 
York, will devote its issue of Sept. 
<2 to an official account of the con- 
‘struction machinery, building mate- 
"als and equipment being used in 
‘structing the New York World’s 
Pair of 1939. 


George Rayner, 
Carborundum Co. 
Executive, Dies 


Niagara Falls, N. Y., Aug. 23. — 
George R. Rayner, executive vice- 
president of The Carborundum Com- 
pany and a prominent industrial 
leader here, died last week in his 
home in Lewiston Heights after an 
extended illness. 

Mr. Rayner was born in Northamp- 
ton, Mass., in 1871 and was connected 
with the Carborundum Company 
since August, 1898, when he came 
to Niagara Falls as secretary and 
general sales manager, following a 


period of sales activity in the Chi- 
cago territory. 

Shortly after the world war, he 
was elected vice-president of the com- 
pany, a post he held until his death. 
During his 40 years with the com- 
pany, he was active in developing 
the abrasive industry. He leaves a 
widow, son, daughter, two stepsons 
and a stepdaughter. 


CORBETT, ENGLISH 
AGENCY MAN, DEAD 


London, England, Aug. 22—Howard 
Newton Corbett, 55, account executive 
of G. S. Roys, Ltd., died here today. 
He was manager of the London 
Times from 1915 to 1920 when he 
went to the United States to join the 
New York Times and the Chattanooga 


Times. He returned to England in 
1929 and became sales manager for 
Crosse & Blackwell, food manufac- 
turer. He is survived by his widow, 
two sons and a daughter. 


F. W. LAKE TAKEN 

Cincinnati, Aug. 23.—F. W. Lake, 
56, president of the Advertisers’ Serv- 
ice Bureau, died here Friday from a 
heart attack while working in his 
yard. He was formerly with the 
Chicago Daily News and Johnson & 
Hardin Printing Company, Cincin- 
nati, before starting the Bureau. 


WORTHINGTON PASSES 

Lake Wales, Fla., Aug. 23.—Justin 
E. Worthington, 62, owner of the 
Lake Wales Highlander and the Lake 


Wales Daily, died at his home here 
Friday. He came to Florida from 
Michigan 27 years ago. 


Morris Promoted 


L. G. Morris, formerly assistant 
sales manager of Eaton Paper Corpo- 
ration, has been appointed sales man- 
ager, succeeding George P. Clayson, 
who has been appointed merchandis- 
ing director in charge of development 
and designing of all Eaton products. 


“Digest” to ABC 


Brewers Digest, published by Siebel 
Publishing Company, Chicago, has 
been admitted to membership in the 
Audit Bureau of Circulations. C. A. 
Darling is vice-president and business 
manager. 


by Sales 


Sas 


eye Pe. 1 - ‘ he. 


The Nation's leading 
Manufacturing 
Advertising Executives 
Select Cleveland as 
America’s Number One 
Test Market .... 
- - according to a 
recent survey made 


and 


Management 


Magazine..... 


Pee 


4, CLEVELAND - 


NATIONAL ADVERTISERS 


-recognize the finest Outdoor Service 
in. the country - - - where a Poster 
Advertising Display costs less than 

¢ per thousand Net Lroloted Creulation 


nT 771 


CENTRAL OUTDOOR ADVERTISING CO., INC. 
OPERATION 
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SOPHISTICATED 
COPY GETS TEST 
BY DEL MONTE 


PINEAPPLE JUICE GETS NEW THEME 


STEP UP PAY IN 
LOW BRACKETS, 
O'MAHONEY PLEA 


Oo 


ae eee ‘em Tall” 


said Mr. Wicker ) 


New Theme to Key Fall, Winter 
Advertising Campaign 


San Francisco, Aug. 25.—With copy 
redolent of the soft light of candles | 
over white dinner tables, California | 
Packing Corporation took a new. 
tack in pineapple juice advertising | 
breaking this week in weekly maga- 
zines 

The initial piece in the sophisti- | 
cated new series is headed, “‘I like 
‘em tall,’ said Mr. Wicker.” It re: | 


= 


UNUSUAL COVERAGE 


4 ae Cane 
Circulation This iseme 60.000 %- 


RACTICAL | BUILDE ER 


Searmal Deve od ta tha Practical Probhage: of Budding Controctons 


Standard Moterial on Homes 


Hal un. Prmeabent fe i: © oe ‘. *| ” Eastern Builder Kitens | 


oe 


Ana believe it or not, the lady bw his side (five-feet-cwe 
MHS. Wicker) smiled. And nodded 


Monopoly Investigator Calls 
for More Buying Power 


She likes em tall, too Tall, golden glasstulp of Pine apple Juice 
Canned Del Monte’s way 


Washington, Aug. 23.—Studies and 
recommendations emphasizing the 
need for wage increases among low 
paid workers as a means of expand- 
ing the domestic market for domestic 
commodities will come from the Na- 
tional Economic Committee, cur- 
rently conducting the _ so-called 
“monopoly investigation.” 

This was made clear in a state- 
ment issued today by Senator Joseph 
C. O’Mahoney of Wyoming, chairman 
of the committee, after an informal 
“progress” meeting with chiefs of the 
various governmental units assisting 

oe PP. PS. et in the investigation. 

b chan to enepenlid-~0 Silane Thmite- “We already have information 
noon — between meals. Always Del Monte, of course enough,” said Chairman O’Mahoney, 
“to show that a slight increase of 
wages among the low paid members 
of society would increase the purchas- 
ing power of the masses out of all 
proportion to the cost.” 

Basis of this statement is contained 
in data assembled by Isador Lubin, 
chief of the Bureau of Labor Statis- 
tics, which shows that an increase 
from $1,200 to $1,500 in annual fam- 


She prefers to sip a daintily from etchec 
glasxware. Bur (home late from the theater 


= wh 
° ‘ 
Da * one mght) che cullied ‘round! the refmgeratos 
gy and drank delicious deep draughts —from « 


coffce cup, of all thing- 

Just goes to show vou the witching come 
hutherness of Del Monte Pineapple Juice — 
about the most appealing, fresh-tasting brace: 

- that ever braced anybody 


And that s«xactly what Del Modte planned. Using none but 
social register pineapples —big. purcy ones grown placid and 
bulging with rich, «weet Maver under 
streanung tropical suashine. Once they're 
gloriously ripe (mot a » hipstatch before 
off they re varted to npr lens caunerics® 

’ 

Then de-paced and sealed —fresh. nat- 
ural. unsweetened — in about a tenth the 
trowe it takes Mr. Wicker to play the front 
nine (when he,» really grooving them) 
Thats how important Bay or-frestiness tm 
to Del Montr 


Because —like wou — the Wickers want the best! 


ily income is immediately reflected 


lates the adventures of the Wicker 
family with Del Monte pineapple 
juice, referring fleetingly to “social 
register pineapples” and “streaming 
tropical sunshine” to whet the appe- 
tites of readers. 


Adopt New Slogan 
There is a beautiful girl in the 
background to give point to the head- 
line. The next advertisement will 
say, “ ‘Here I go again.’ said the Duch- 
ess,” with an illustration which will 
make males, at least, eager to make 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.) 


ACTIVATED KIDS! 


About this time of year a scene like this would surely thrill every mother 
and many a father—of whom there are quite a considerable number in 
these United States. 


STOCK PHOTOS 


Two Volumes 


We will send you both volumes 
postpaid, with invoice for $5.00: 
same to be refunded on your 
first order for $10.00 or more. 


It is a modern life picture from the K. & F. 
Stock Photograph Library which can be 


Easily Yours 
Two volumes. Contain over 1700 industrials, scenics, 
poses; all very much alive and ready to work to 
interpret your sales story. 


Let us place it on your desk—handy to mine for 
ideas. This need not cost you one penny. Read 
effer in box. 


Prints Sent On Approval 


Call HARrison 3135 


KAUFMANN & FABRY CO. 
425 South Wabash Avenue Chicago, Illinois 


106 W. 43rd Street, NEW YORK, WN. Y. Phone: Bryant $-6682 
Philadelphia: Sally Pepper, Architects’ Building 
In Canada: Rapid, Grip & Batten, Ltd., Toronto, Montreal, Winnipeg. 
London, Eng.: Photographic Advertising, Ltd., 116 Victoria St.. S. W. 1 


MOST THOROUGHLY EQUIPPED PHOTOGRAPHIC PLANT IN AMERICA 


in a 66 per cent increase in the pur- 
the lady’s acquaintance. All of the] chase of textiles by such families. 
pineapple copy will be glorified with} Experts of the committee, which 
color. has been granted half a million dol- 
The juice campaign is the spear-|lars to conduct the survey, believe 
head of Del Monte’s fall attack. Ten-| these figures point the way to a broad 
tative plans provide for seven distinct| expansion of the American market 
product campaigns during 1938 and|for commodities produced in this 
1939, most of the copy carrying the} country. 
common emblem, “Look for Del Recommendations along these lines 
Monte first.” One campaign will be| are expected to emanate from the 
dedicated to peaches, pears and apri-| committee when it makes its report 
cots; another to pineapple; a third|to Congress. Governmental experts 
to vegetables, and others to tuna,|interested in distribution and mer- 
dried fruits and raisins, and fruit| chandising see in these disclosures a 
cocktails — all supported by lively| tremendous field for advertising ex- 
trade paper advertising to enlist the] pansion. 
enthusiasm of the trade. - 
The tuna campaign, incidentally, es- 
tablishes a precedent with Del Monte, Erie to Celebrate 
since it has never been featured in a The Advertising Club of Erie, Pa., 
national campaign by the company.| wil] celebrate its 24th anniversary 
The pineapple juice copy, results| Sept. 24. 
of which will largely determine the} __ * 


Coming 
Conventions 


Sept. 12-13. Annual convention, In- 
surance Advertising Conference, 


Oyster Harbors Club, Osterville, 
Mass. 
Sept. 12-16. Semi-annual conven- 


tion, Premium Advertising Associa. 
tion, Hotel Astor, New York. 

Sept. 16-18. Annual convention, 
Continental Agency Network, Chij- 
cago. 

Sept. 18-21. Annual convention, 
Mail Advertising Service Association, 
Hotel Statler, Detroit. 

Sept. 19-20. Southern Newspaper 
Mechanical Conference, Biltmore Ho- 
tel, Atlanta. 

Sept. 19-23. Seventh Internationa} 
Management Congress, Washington, 
BD. c. 

Sept. 21-23. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel Statler, Cleveland. 

Sept. 26-27. Boston Conference on 
Distribution, Hotel Statler. 

Sept. 28-30. Annual convention, 
Direct Mail Advertising Association, 
Stevens Hotel, Chicago. 

Sept. 28-Oct. 1. Annual conven- 
tion, Association of National Adver- 
tisers, The Homestead, Hot Springs, 
Va. 

Oct. 4-5. Annual meeting, National 
Publishers Association, Skytop Lodge, 
Skytop, Pa. 

Oct. 8-9. Annual convention, Na- 
tional Advertising Agency Network, 
Washington, D. C. 

Oct. 10-14. Annual convention, Na- 
tional Association of Retail Drug- 
gists, Hotel Sherman, Chicago. 

Oct. 18-19. Fall convention, Inland 
Daily Press Association, Hotel Sher- 
man, Chicago. 

Oct. 20-21. Annual meeting, Audit 
Bureau of Circulations, Chicago. 

Oct. 28-29. Annual convention, 
Tenth District, Advertising Federa- 
tion of America, Fort Worth, Tex. 

Oct. 30-Nov. 3. Annual conven- 
tion, Financial Advertisers Associa- 
tion, Fort Worth, Tex. 

Dec. 27-30. Annual convention, 
American Marketing Association, De- 
troit. 


Represents “Index” 


Harold E. Middleton, Detroit, has 
been appointed to represent The Bul- 
letin Index, Pittsburgh news maga- 
zine, in the Detroit area. He also 
represents Scribner’s Magazine. 


Del Monte advertising pace during | na 


the fall and winter, will run in Col- 
lier’s, Liberty, Life, The New Yorker, 
The Saturday Evening Post and 
Time. The tentative schedule for 
service copy embraces American ye 
Home, Better Homes & Gardens, Good ws 
Housekeeping, Household, Ladies’ Ve 
Home Journal, McCall's, Pictorial yet “ 
Review, True Story and Woman's \S 4 
Home Companion, McCann-Erickson, SS) vy 
Inc., is the agency. art 


Edison Radio Account 
to McCann-Erickson 


Consolidated Edison Company of 
New York, Inc., has appointed Mc- 
Cann-Erickson, Ine., to handle its 
radio advertising. A new show, en- 
titled “Around the World in New 
York,” will go on the air about the 
middle of September. 

McCann-Erickson also handles the 
newspaper and magazine advertising 
of the gas division of Consolidated 
Edison. 


Jolmeen Be N ew Post 


W. Halsey Johnson, Jr., has been 
named expleitation supervisor in New 
York for the sales training sound - 
motion picture, “Selling America,” ‘ 
produced by Jam Handy Picture Serv- 
ice, Detroit. 


Gets Adcox School 


L. L. Adcox Trade School, Port- 
land, Ore., which sells Diesel and 
automotive courses, has appointed 
Botsford, Constantine & Gardner, 
Portland, as euvertiaing counsel 


Offers New Course 


The College of the City of New 
York will give a new course in adver- 
tising production in the evening ses- 
| Sion of the School of Business begin- 
| hing Sept. 27. 


SURE! KEEPING AT IT 
IN A GOOD PAPER 

IS BOUND TO DO YOU 

A LOT OF GOOD 
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ADVERTISING AGE 23 


—_ 


We'll Sit on the 


Best Prospects 


If you have something to say to the men who buy business 
paper advertising space, say it in the 1939 Market Data 
Book Number of Industrial Marketing. 


This primary reference book for business paper adver- 
tisers, tried and tested through almost 20 years of service, 
will be in buyers’ hands October 25, just in time to help 
them make up their advertising budgets and advertising 
schedules for 1939. 


It will sit securely on the desks of thousands of your 
front-line prospects—not for a day or a week, but through- 
out the year. But we cannot guarantee that it will sit still; 
on the contrary, it will be picked up and laid down scores, 
or even hundreds of times within the next 12 months. 


esks of Your 
or a Whole Year 


The Market Data Book Number is no “office deco- 
ration’”’— it’s a working tool that the people you want to 
sell use almost daily—a tool which they depend upon to 
give them the basic market and media information on 
every field of trade and industry. 


If you’d like more business from more accounts dur- 
ing 1939, don’t fail to keep your story before the 4,500 
buying factors who will be working with the Market 
Data Book Number on their desks day in and day out 
during the next twelve months. 


INDUSTRIAL MARKETING 


100 E. Ohio St., Chicago 330 W. 42nd St., New York 
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ADVERTISING AGE 


August 29, 193g 


Earnings of 
Advertisers 


Remington Rand, Inc. 

Net income for three months ended 
June 30 was $93,152, compared with 
$1,470,168 for the same period in 
1937. Domestic and foreign sales de- 
clined 28 per cent from a year ago, 
totaling $9,578,224, against $12,574,- 
741. 


Jewel Tea Company 

Net earnings for 28 weeks ended 
July 16 amounted to $693,522, against 
$767,073 for the like 1937 period. Net 
earnings for 52 weeks ended July 16 
were $1,378,568, compared with $1,685,- 
322 for 53 weeks ended July 17, 1937. 
Net sales for 28 weeks amounted to 
$12,773,165, compared with $12,387,- 
736 for the same period in 1937, an 
increase of $385,429 or 3 per cent. 


Mead Johnson & Co. 


For six months ended June 30, net 
profit was $762,193, compared with 
$736,187 for the first six months of 
1937. 


Goodyear Tire & Rubber 
Net profit for the first half of 1938 


amounted to $1,669,828, compared 
with $8,068,352 for the like 1937 
period. Sales for the first half of this 


year totaled $78,151,636, against $116,- 
475,700 for the first six months of 
1937. 


Armstrong Cork Company 


Report shows net income of $285,- 
093 for six months ended June 30, 
compared with $3,825,030 for the first 
half of 1937. Domestic sales for the 
first six months of 1938 aggregated 
$16,507,756, against $22,348,616 in the 
like 1987 period, a drop of 26 per 
cent. 


Julius Kayser & Co. 

For the fiscal year ended June 30, net 
profit amounted to $119,470, compared 
with $917,985 in the preceding year. 
Net sales for the year were $14,729,- 
516, against $15,070,700 in 1937. 


Pet Milk Company 

For the quarter ended June 30, net 
profit was $415,057, compared with 
net profit of $225,515 in the 1937 
June quarter, a gain of 84 per cent. 
For the first six months of this year, 
indicated net profit was $336,064, 


wPiorPLA: S 
Designers & Builders 
CONVENTION - EXHIBITS 


WINDOW, INTERIOR & TRAVELING DISPLAYS 


; “? 
ADVERTISER'S DISPLAY STUDIOS 
825 So, Wabash Ave. - Chicago, Ill. - Webster 4236 


against $219,006 for the first half of 
1937, a rise of 53 per cent. Net sales 
for the June quarter totaled $7,002,- 
653, against $7,463,459 for the June 
quarter of last year. 


Union Tank Car 

Net profit for six 
June 30 amounted to $509,504 com- 
pared with $975,206 for the first six 
months of 1937. 


Lockheed Aircraft 


Report for six months ended June 
| 30 shows net profit of $151,074, com- 
| pared with $281,563 for the first half 
| of 1937. 


| American Safety Razor 

Report shows net profit of $247,356 
| for the June quarter. 
with $309,118 for the June quarter of 
1937. For six months ended June 30, 
| net profit was $473,117, against $596,- 
| 299 for the same period in 1937. 


Scott Paper Company 


For six months ended July 2, net 


}earnings were $251,104, compared 
with $205,676 for the first half of 
1937. 


Barnsdall Oil Company 


Report for the six months ended 
June 30 shows a net profit of $1,- 
690,039, as compared with $1,256,330 
for the same period in 1937. 


Florence Stove Company 

Net profit was $137,631 for six 
months ended June 30, against $574,- 
075 in the corresponding period last 
year. Net sales for six months 
totaled $3,883,265, against $5,971,921 
for the first six months of 1937. 


Acme Steel Company 

For 12 months ended June 30, net 
profit was $197,660, compared with 
$3,014,250 for the same period last 
year. 


Frenkel in New Post 


Louis J. Frenkel, formerly classi- 
fied advertising manager of the Bal- 
timore News-Post, has joined Murphy 
& Daly, Chicago, publishers’ represen- 
tative. The organization, which has 
changed its name to Murphy-Frenkel- 
Daly, is compiling and will direct 
sales and advertising of the 1939 
| Book of the Year for the Chicago au- 
| tomobile show. 
| 


| Gets 3,000 Replies 

| Testifying to the readership of 
| magazine advertisements, a hidden 
offer for reprints of advertising art 
carried in a series of four-color inser- 
tions for Dewar’s White Label and Ne 
Plus Ultra placed by Schenley Import 
Corporation, New York, 
3,000 replies in three months. 


Agency for Emblems 
Frances Emblems, Inc., New York, 
has appointed Winternitz & Cairns, 


Jitter emblems. 


“IF IT WERE A 
MANAGER ... I 


Cleveland, September 


up-to-the-minute .. . 
21st. 


now to Ed. Bossert, ] 
we'll “be seein’ you.” 


THOMAS REGISTER OF A 


BUILDING 


161 Eighth Ave. 


= ——— _ - 


Reminder! 


(by Thomas Publishing Company ) 


plans now to attend the 16th National Indus- 
trial Advertisers Association Conference at 


changing times and markets demand a new 
viewpoint that can best be obtained by hear- 
ing discussions by men whose experience is 


I’d send my advance registration right 


Ivanhoe Road, Cleveland, Ohio”. . 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 


N ADVERTISING 


would certainly make 


2Ist to 23rd, because 


right up to September 


3ailey Meter Company, 
. we hope 


MERICAN MANUFACTURERS 
PRODUCTS 


| 
months ended 


New York. N. ws 


| 
| 
| 


This compares | 


has pulled | 


New York, to direct a campaign for 


| Getting Personal 


R. W. Woodruff, Coca-Cola prexy, landed in New York from Europe 
to plunge into the battles of the colas now in the courts. .. W. C. Men- 
nen, the toilet goods manufacturer, has revealed the elopement of his 
youthful son George. Papa had no objections and sonny will take his 
bride with him when he returns to Cornell to finish his course this 
fall... 

The smooth looking young man wearing a white tie who graced a 
recent Four Roses ad is none other than Jack Rosebrook, Young & 
Rubicam copywriter. It seems that James L. Moloney, v.p. and a.m., 
Frankfort Distilleries, Inc., and Y. & R. account executive Ed Barnes 
were impressed with Jack’s handsome profile and saw no reason for 
bringing in a professional model for the job. . 

Alvan Macaulay, Packard Motor Car Company president and head 
of the Auto Mfrs. Assn., played host to a three-day gathering of Pack- 
ard executives and dealers with the company for more than a quarter 
of a century. The meeting was held at the Westchester Country Club, 
with golf and good fellowship sharing the program. Business talk was 
taboo. . . 

Marshall Adams, managing dir., The Producers’ Council, is vaca- 
tioning in Kentucky but will be back at his job of directing the coopera- 
tive advertising campaign to revive home building within a few days. 
... Returning to Marshalk & Pratt, Inc., from vacations are Curt Pe- 
terson, radio dir., and Art Anderson, secretary... 


AT KSFO DEDICATION - 


; 
By Fh. 
Pao”: 


Completion of the new $300,000 studios of KSFO, San Francisco, was celebrated 
last week when station officials and CBS played host to advertising executives. 
Shown here are (standing) Mr. and Mrs. Wayne Steffner, McCann-Erickson; 
T. G. McGuffick, Mrs. Burke, Walter A. Burke, McCann-Erickson; Don Dawson, 
Botsford, Constantine & Gardner; Miss Stammer; and Mrs. T. G. McGuffick. 


Nate Pumpian, space and radio time buyer for Henri, Hurst & 
McDonald, Chicago, and regarded as a confirmed bachelor, strolled 
to that wedding march the other day with the beauteous Willa Dee 
Weston, of Spencer, Ind. . . 

Thelma Roberts, fashion director of Meyer Both Advertising Serv- 
ices, Chicago, is on the ocean en route to the Paris style openings... . 
William F. Humphrey, president, Tide Water Oil Company, has been 
elected vice-president of the new National Foundation for Infantile 
Paralysis. .. 

William H. Lowe, serving his 35th year with Pabco-Paraffine Com- 
panies, San Francisco, cut the cake when the company celebrated its 
55th anniversary. . . Carlyle Thomas, of the advertising department of 
the St. Louis Globe-Democrat, is honeymooning with the former Cath- 
erine Hale, of Fulton, Mo... 

Wilmer H. Cordes, sales promotion-advertising manager, American 
Steel & Wire Company, Cleveland, was commonly regarded as a young- 
ster until the other day when the company announced that he had com- 
pleted 25 years with it. .Edward Kroepke has been the guest of 
Keenan Wynn on his vacation from the New York Daily News. Young 
Wynn's father is none other than Ed Wynn, the funny man... . 

Kenneth V. Braddon, a.m., British edition of True Story, sailed for 
home after a two-week study of advertising and selling methods here. 
... Merrill N. (Sunny) Davis, Jr., who will hold down an end position 
with the New York Herald Tribune college all-stars in the coming game 
with the pro Giants, is the son of Merrill N. Davis, pres., Association 
of Gas Appliance and Equipment Mfrs. “Sonny” captained Dart- 
mouth’s unbeaten last season, and has just returned from a Euro- 
pean tour... 

J. C. Penney, dry goods chain head, and Arde Bulova, watch mfr. 
radio station traveling on the other side of the 


11 


and 
pond. 

Samuel Carter, 3rd, besides being a J. Walter Thompson Company 
copywriter, is an accomplished sailor. He used to sail for a living be- 
fore going into agency work, and is the author of the Leisure League 
of America’s “How to Sail.” Frank Gannett, publisher, 
Gannett Newspapers, is back from England and denies that any 
Britisher nominated him for the presidency. . . 

Publicity men joining the Nat'l Assn. of Accredited Publicity Di- 
rectors include Paul W. Garrett and Ken Youel, of General Motors; 
Reuben Patterson, Jr., of Erwin, Wasey; F. E. Ackerman, of Julius 
Forstmann Corporation, and Herbert L. Sharlock, Bendix Aviation Cor- 
poration. . . 

D. M. Frank, 
Bloomington, IIL, 


operator, are 


treatise 


a.m., Williams Oil-O-Matic 
was a recent N. Y. visitor. . 


Heating Corporation, 
. Geo. M. Burbach, a.m., 


St. Louis Post-Dispatch, has returned from abroad. . . John A. Zellers, 
v.p., Remington-Rand, Inc., and v.p., Ad. Club of N. Y., had a birth- 
day Aug. 23 


E. J. Hagerty, a.m., Standard Air Conditioning, Inc., and Warren 
Barrington, sales rep., Johnson & Johnson, have lined up an all-star list 
of 25 speakers for the 1938-39 advertising and selling course sponsored 
by the Ad Club of N. Y. which starts Oct. 24. Gil Hodges, exec. bd., 
\. Y. Sun, fires the inaugural blast. . . Lloyd Paul Stryker, chief coun- 
sel for the defense in the Hines policy trial, is a N. Y. Ad Clubber... 

Earl Mossner, of the Detroit office of Gilman, Nicoll and Ruthman, 
newspaper representative, is back on the job after a honeymoon. 

Jim Edwards, assistant a.m., Texas Electric Service Company, may 
be ruled out of future golf competitions of the Advertising Club of Fort 
Worth as he again copped the prize at this year’s annual picnic at 
Mineral Wells. Lawrence Peterson, Worth Engravers, was runner-up. 
Sam Bennett, ¢.m., KTAT, ran away with boobie.. . 

Isidor Schifrin, and treas., Julian J. Behr Advertising Com- 
pany, Cincinnati, will walk down the middle aisle with Mrs. Cora L. 
Marsh, of Cincinnati . Carleton McVarish, s.p.m., Yankee Network, 
Boston, is vacationing at Virginia Beach, Va... 
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Wanamaker, Hub 
Modify Their 


Finance Plans 


New York, Aug. 24.—A significant 
development in retail merchandising 
was announced yesterday by John 
Wanamaker in the establishment of 
the “revolving credit” plan of de- 
ferred payments without carrying 
charges. 

By this plan Wanamaker’s in ef- 
fect extends the privileges of the 
charge account to those who can only 
make partial monthly payments. It 
operates in this fashion: A customer 
buys $200 worth of goods and pays 
$50 per month. Every time he makes 
a payment, his credit is extended by 
a similar amount so that he may 
keep his obligation up to the $200 
mark, as long as he continues his 
monthly $50 payments. 

In explaining the new plan in loca] 
newspaper advertising, Wanamaker’s 
said: 

“The federal government has made 
it easier for responsible people to get 
the necessary credit to own their 
homes. There needed to be a retail 
organization that would complete 
this service and offer people of re- 
sponsible character the necessary 
credit with which to buy clothes and 
home furnishings when they needed 
them.” 


THREE MONTH BASIS 
OFFERED BY LYTTON 


Chieago, Aug. 25.—Henry C. Lyt- 
ton & Sons, operating The Hub, one 
of Chicago’s oldest and largest men’s 
stores, today announced new credit 
terms for charge customers. Those 
enjoying charge accounts at The Hub 
may pay one-third of their accounts 
each month for three months under 
the new system. The first payment 
will be due the 15th of the month 
following that in which a purchase 
is made. 

The new plan is not automatic, and 
will be confined to charge customers 
requesting that their accounts be 
placed on the new basis. 


Small Business Men 


Head for Pittsburgh 


The first convention of the National 
Small Business Men’s Association 
will be held in Pittsburgh, Sept. 13- 
16, according to DeWitt M. Emery of 
Akron, O., founder and president of 
the organization. 

Among those who will address the 
gathering will be Robert Johnson, 
publishing consultant and formerly 
an executive of Time. Sessions will 
be held in the Syria Mosque Temple. 


ABC Promotion Copy 


for Business Press 


A series of six advertisements, em- 
phasizing the value of verified circu- 
lation, has been prepared by the Au- 
dit Bureau of Circulations for use by 
member business papers. 

The advertisements seek to ac- 
quaint space buyers with the back- 
ground of the ABC and the signifi- 
cance of its periodic reports. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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Advertising Produces 
Profits 


The Ninth of a Series of 1938 Success Stories 


Holland Campaign Centered 
on Start to Finish Service 


Holland, Mich., Aug. 25.—Holland 
Furnace Company decided 30 years 
ago to establish its own factory 
branch sales force and, in so doing, 
it was revealed here today, actually 
selected its major copy theme for 
the years to come. The success of 
this policy is borne out in a rising 
sales curve that has become partic- 
ularly noteworthy in the past three 
years when gains have been scored 
despite such obstacles as the recent 
general business recession. 

Establishment of the direct factory 
branch sales force, company spokes- 
men commented today, paved the 
way for copy emphasizing that pur- 
chase of a Holland furnace is a one 
company deal from start to finish. 
It also enabled the company to make 
a direct guarantee of satisfaction to 
the consumer and to feature this 
guarantee in its advertising. 

Another factor commented on is 
the close check permitted on all com- 
pany copy and direct control of all 
advertising. 

Other results of this policy are re- 
flected in recent sales totals which 
showed a 40 per cent gain for 1936 
over 1935; with these gains repeated, 
although in smaller percentages in 
1937 and 1938. Another illustration 
of the company’s aggressive attitude 
toward advertising is in its decision, 
made earlier this year, to increase 
rather than trim its budget. Effort 
has also been made to lengthen the 
seasonal sales period. 

Although company executives were 
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reluctant to disclose any budget fig- 
ures, Holland is admittedly the larg- 
est advertiser of warm air furnaces. 
A current earnings report reflects 
the success of its promotional tech- 
nique in listing net income for the 
June quarter at $316,777 as compared 
with $279,935 for the like 1937 pe- 
riod. 

Present distribution covers 43 
states through nearly 500 direct fac- 
tory branches. By far the greater 
part of the company’s advertising is 
placed in newspapers, the current 
schedule including 400 in almost all 
key cities as well as smaller towns. 
Much of this is rotogravure copy 
which the company has found very 
successful for its purpose. Bulwark- 
ing the newspaper copy is a maga- 
zine schedule which covers general, 
home and class publications. 


Campaign Nears Peak 


Spot radio was also utilized dur- 
ing eight weeks early this spring, in 
a campaign designed to stimulate 
branches to earlier action than was 
formerly customary. The annual 
sales meeting was also staged sev- 
eral weeks earlier with initial copy 
in the year’s campaign released in 
April magazines. The copy has con- 
tinued through the summer, with the 
campaign destined to reach its peak 
during the next two months. 

Generous in its use of newspapers, 
Holland also lets its insertions run 
large enough in most instances to 
dominate the page. In major cities 
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HOLLAND FURNACE COMPANY !%:tt 


World's Largest Installers of Home Heating and Air Conditioning Systems 


Reaping the benefits of 30 years of steady promotion, Holland Furnace Company 
is scoring sales success with this type of copy. 


pages and 1,000-line space are the 


plete service in selection, purchase, 
installation and upkeep of its fur- 
naces is heavily stressed in almost all 
copy. In many instances this is done 
through use of the photographic 


rule. Secondary cities get 300 and 
400-line insertions, while somewhat 
smaller space is used in the smaller 
towns. 

The fact that Holland offers com- 
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strip technique, with the first pic- 


ture showing the Holland expert es- 
timating the size furnace required, 


another portraying its installation 
and so on. 
Testimonial or “case” copy has 


also proven successful when worked 
in with this theme. Photographs in 
these instances have followed copy 
telling of one user’s satisfactory ex- 
perience. 


Model Aids Demonstrations 


Of particular help to branch sales- 
men has been the design and use of 
a small scale model of a Holland 
furnace. Built to actual scale, this 
model is small enough to be carried 
into the prospect’s home, yet big 
enough to lend visual emphasis to 
the important details of construction. 

Another Holland promotion has 
been the development of a cleaning 
service utilizing huge power suction 
vacuum cleaners operating on the 
same principle as a vacuum cleaner. 
Furnace and chimney cleaning done 
in this manner has proven an effec- 
tive entree for sales follow-ups on 
new Holland models. 

The trend toward air conditioning 
has also proven a boon to Holland 
which makes warm air furnaces 
whether fired by coal, oil or gas, air 
conditioning units, oil burners and a 
stoker. The warm air system lends 
itself to copy emphasizing the easy 
adaptability of such a system for pro- 
viding cooler circulated air during 
the hot months. 


Sponsors Tulip Broadcast 


Although the company has not in- 
dulged in contests or other special 
stunts save among its sales force, 
the annual tulip festival staged by 
this city with a coast to coast broad- 
cast of part of the ceremonies spon- 
sored by Holland has won consider- 
able publicity in past years. 

Supervising all Holland copy is H. 
H. Boersma, advertising manager, 
who has the benefit of many years’ 
experience with the company. Col. 
P. T. Cheff, vice-president and gen- 
eral manager, is acting head of the 
company. Ruthrauff & Ryan, Inc., 
has been the agency for the account 
for the past three years. 
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20, in place of the Vox Pop prog am. | 
The program will be heard Tuesdays, | 


Pall Network 


Ps % to 9:30 p. m. EST over the NBC 
Programs Begin Red network. Stack-Goble Advertis- | 
ing Agency has the account. Vox | 


Pop will be sponsored by Penn To- 
bacco Company, for Kentucky Club 
smoking tobacco, and will be heard 
New York, Aug. 24.—-P. Lorillard | also over the NBC Red. Saturday | 
Company will sponsor a new Sunday | nights from 9% to 9:30, starting | 
night program for Old Gold cigar- | Oct. 1. 
ettes, featuring Robert Benchley, to 
start Nov. 20. Broadcast will be at 
10 p. m. EST, over 60 CBS stations. 
Old Golds will also continue to spon- 
sor “Hollywood Screenscoops” Tues-| Reqd network. It is 
days and Thursdays at 7:15 p. m./stations on Fridays. 
Lennen & Mitchell is the agency. ; 


to Take Shape 


Starts Ninth Year 
Pacific Coast Borax Company has 
renewed “Death Valley Days” for the 
ninth consecutive year over the NBC | 


heard 
9:30 to 10 


over 30}, 


The rates for this department are as follows: 

“Help Wanted,” “Positions Wanted,” “ tepresentatives 
‘Representatives Available,” 30 cents a line, minimum 
cash with order. 


Wanted,” 


and 
Terms 


r 


charge $1. 


es 


NOW YOU KNOW 


SALLY MYLES TEASER 


TO SURPRISE YOUR FRIENDS 


QUESTION: 


ip. m. ES ri é ‘ener . » | All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
= a T, wor : A = at for the .75 per inch. Write for descriptive folder describing discounts for term 
Pearce Resumes for Grape-Nuts Mountain and Pacific Coast areas) jnsertions. 
General Foods Corporation will re | 11:30 to 13 midnight. McCane-frick.| == > ae a ee | the very rapid vibration 
renere § i 5 ‘e-i P ? ° ; ; : : is due to very repi , 
. a |son, Inec., in the agency. : 1o6 TUNTITIES >OSIT ; ANTE ANSWER: The sound is 
turn “Al Pearce and His Gang” to| £ 3 hte ae OPPOR zt “ ve on ___—s POSTTIONS WANTED dts todo cg, 
| tblisher’s epresentative, ¥ T T IR, JATE, 29, - 
the NBC Red network. for Grape New Texaco Show Lendaunrters ay Chicago, because of DARTMOL yp Be ATE . nee 
ee ee ee | sae seaes Companys New shew, canines Gin dannel Tastee ‘Ex. | Wholesale selling, department store | Myles Salt Company will soon start pro- 
: . a — ‘ is << martner ancl pac 1g. ux | vite china ye ee + Ro aa ee et * " " * * 
will be heard from § to 8:30 p. m.|"“Texaco Star Theatre, handled | cellent opportunity. All replies hela | ™* Or. service’ production), sales neo-| motion of —_ oe byte = 
IoT ave 79 stations. wi _,., : . ontis vanes a ie .s ' " r on its packages of table salt. 
aSt, senmnys eee ig — with | through Buchanan & Co. will start Coane eRe OVERTISING AGE, Chgo. | motion, and display experience. Has | 7 P 9 
a repeat broadcast at 10:30 p. m. | Oct. 5. It will be heard over 80 CBS —— — = a sone pe Amy Pg Rat et ‘assistant | 
Young & Rubicam handles the ac-| stations, 9:30 to 10:30 p. m., Wednes- Erol Wr PSP aT Po in Sonar Laas cok Gia sa. i 


count. 


More Work for Kate Smith 
Another new General Foods pro 
gram will present Kate Smith Tues- 
days, Thursdays and Saturdays, noon 
to 12:15, over the CBS network, on 
behalf of Diamond Crystal salt. This 
is in addition to her Thursday eve- 


ning hour for Swansdown cake flour | 


| FOR SALE at ai special price, one 
| RCA Mobile Broadcaster consisting of 
|a Dodge Panel Truck and an 18 foot 
trailer that contains everything nec- 
essary to broadcast speech, radio or 
a recorded program. Pressure of busi- 
ness necessitates our discontinuing 
“rentals”. Ideal for Advertisers. 
: Eouipment will handle 100,000 people. 
The program will be heard] All equipment made and guaranteed 
by RCA Will demonstrate unit in 
Chicago only. RCA VICTOR DISTRIB- 
UTING CORP., 441 Lake Shore Drive 


days. 
My-T-Fine Program Bows 

| Penick & Ford, Ltd. will begin 
“The Mighty Show,” for My-T-Fine 
desserts, Sept. 12 over 11 CBS sta- 
tions. 
| Monday through Friday at 5:45 p. m. 
| Batten, Barton, Durstine & Osborn 
has the account. 


to present contact and copy man, or 
will consider acting as contact man | 
on straight percentage basis. Has | 
present accounts and good contacts, | 
but wants connection with established | 
{progressive agency offering whole- 
j}hearted cooperation. Would consider 
|} position in advertising, sales manage- 
ment or sales promotion, or as assist- | 
unt to executive with large manufac- 

j}turer, After trial period, will con- 

sider cash investment. Can go any- 
| Where. 


| 


__ HOTELS AND APARTMENTS 


Myles Salt to 


Capitalize on 
Quiz Successes 


New Orleans, Aug. 25.—Capitaliz- 


° | 
and Calumet baking powder. Ben- 

4 : I Lum and Abner Back 

ton & Bowles is the agency. 2 ; 
General Foods Corporation will re- 
Molle Replaces Vox Pop turn “Lum & Abner” in a new series 
Molle Company will start “The |of 15 minute broadcasts for Postum, 
Battle of the Sexes,” with Frank | Sept. 5. Program will be heard Mon- 
Crumit and Julia Sanderson, Sept. |days, Wednesdays and Fridays, 6:45 


Wanted 
Salable Advertising Ideas 
Have you 4 w 
jea which could be ¢ 
throughout the 


aite year 


rthwhile advertising 
fitak 


nited State year 


resent line 

t eing offered the first 
ix month f each year We need 
in attractive proposition which wil 


Your replie 1 


P. O. Box 5032—DALLAS, TEXAS 


“MY WIFE 
KEPT AFTER ME—” 


“Sh wanted a real home decor 
ited and furnished exactly to her 
wn ideas She wanted all the 
conveniences including a 
‘). KE. electrie kitchen to free her 


p. m 


nodern 


| 

EST. over CBS. | 
Lava Soap Featured | 
| 


Procter & Gamble Company will from household cares. Yet, she 
| sponsor a series of dramatic pro- inted to be close to downtown 


Thanks to the 


i he 


Seneca she now 


j sraees under the title of “Houseboat 
| Hannah’ to begin Sept. 26 over a - 

- rr smart accomn 
split NBC Red and Blue network. The ' 
| 
| 
| 
| 


deal permanent home.” 


odations, com- 


orts and convenient location at 


program, on behalf of Lava soap, moderate rentals, come to th 


| will be heard Monday through Fri- 
EST, with a 


eneca home of discriminating 


Chicagoan 


day, 10 to 10:15 a. m. 
|repeat from 5 to 5:15 p. m. for Lee Perry 
| Western stations. Blackett-Sample- Tee rom 
Hummert, Inc., handles the account. 
SENECA HOTEL 
Offers Football Games 200 EAST CHESTNUT STREET 
For the 


Managing Director, in 
inspection. 


second consecutive year, 2280 


SUPerior 


| correspondence, 


ability and versatility; 18 years’ trade 
magazine experience—make-up, copy- 
writer, editor, sales correspondent 
salesman. Old enough to know what 
it’s all about yet not too old to pro- 
gress and grow. Nice personality. 
Loyal, reliable, responsible. Employed 
but seeks greater opportunity. A-1 
references. Modest salary. Go any 
where. 

Box 1506, ADVERTISING AGE, Cheu 


Young Man, 10 years on trade journal, 
Wishes to make change. Can make 


|} up dummy, layouts, purchase engrayv- 


ings, take editorial dictation, handle 
etc., thoroughly fa- 
miliar with type faces. 

Box 1504, ADVERTISING AGE, Chgo. 


FOR SALE: ABILITY & AMBITION 
Young man with photo-engraving and 
advertising produetion 
Knows billing and production 
Capable of supervising. Now em- 
ployed in photo-engraving production, 
wants more responsible position with 
Agency or Manufacturer in advertis 
ing department (catalog experience) 
Single, Age 25, will travel. 

; ADVERTISING AGE 


tox L507 


experience 


costs, 


Chee 


Atlantic Refining Company will spon- |" 


HELP WANTED 7 | 


Nationally known direct mail Advy.'| 
organization expanding division of 
Personalized talking letter service will 
appoint 1 representative in each of 
following territories: Phil., Boston 
Pittsburgh, Detroit, St. Louis. Strong 
cooperation. Complete art and copy 
dept. Clientele includes outstanding 
firms. Liberal commission. Leads fur- 
}nished. Write giving complete back- 
| ground, qualifications. 

| Box 1505, ADVPR'BISING AGE, N. Y. 


_ REPRESENTATIVES WANTED 


| Wide Awnke, experienced advertising 
| representative wanted for Large Win- 


;} dow Display and Silk Screen Process 
House, New’ York and Chicago terri- 
tories Commission basis. 


INTERNATIONAL DISPLAY 
178 Florida St., Buffalo, N. Y. 


, APTA 
| sor play-by-play descriptions of New | 
| England football games in the inter- | 
est of White Flash gasoline and At-| 


agency. 


Ivory Beauty Program 


Procter & Gamble Company will 


sponsor a new broadcast for Ivory 

Soup over the basic Red network of 

| NBC, starting Sept. 5 It will be 

called “Life Can Be Beautiful” and 

will be heard Monday through Fri- 

day, 4:30 to 4:45 p. m. EST. Comp- 

The All American and International Soap Box Derbies spon- ton Advertising, Inc., is the agency. 


sored by Chevrolet Motor Division and 113 newspapers in 
the United States, Canada, Panama Canal Zone, and Hawaii. 
Run for the 4th consecutive year in Akron, Ohio. 


The World's Greatest Amateur Racing Event 


The AKRON BEACON JOURNAL is proud to have been 


chosen by Chevrolet to help make this event such an out- 


standing success Year after 


100,000 men, and 


women, 


KRON BEACON JOURNA 


Represented by Story, Brooks 


Morning Spot for Durkee 


Durkee Famous Foods, Inc., will 
present “Madam Courageous” over a 
split NBC network, beginning Sept. 
|26. Broadcast will be heard from 
110:30 to 10:45 a. m EST, Mondays, 
Wednesdays and Fridays. C. Wen 
dell Muench & Co. is the agency. 


Zanforth Liquidates 
Joseph Z. Lipsky, owner of the 
Zantorth Company, Philadelphia, has 


An estimated crowd of 
children attended the races. 


Year. 


announced liquidation of the agency. | 


The company served 
chemical accounts 
paid in full 


textile and 


which are 


Offers Complete Novel 


Chatelaine, Toronto, will present its 
first mmplete novel, “No Place for a 
Woman.” by Arthur Stringer, in the 
Septen het asi 


& Finley 


lantic motor oil. CBS stations in 
New England will carry the broad- 
leasts. N. W. Ayer & Son is the! 


being | 


MISCELLANEOUS 
MAKE EVERY DIRECT MAIL DOL- 
lar count for two, by taking advantage 
of newest Photo-Offset process; repro- 
duces anything that can be printed 
No typesetting or engraving expenses 


' 


| 
Box 1503, ADVERTISING AGE, N. Y ling upon current popularity of ques- 
| t 


ion and answer radio programs, 
|plans for extension of this theme in 
the form of “teaser” questions im- 
printed on its table salt cartons. 
Designed to increase the product's 
appeal to children, each package will 
carry a cutout bearing an illustrated 
question, with the answer printed be- 


low. The company is also offering a 
booklet listing 100 “teaser” ques- 
tions. This is obtainable for five 


Myles salt trade marks. 

With distribution already launched 
in the South, it is expected that a 
campaign will be launched as soon as 
this task is completed. Media to be 
used have not yet been disclosed. 
Fitzgerald Advertising Agency han- 
dies the account. 


Budd Joins Wilding 
Richard M. Budd, formerly sales 
jand advertising manager of Pacific 
Railways Advertising Company, has 
been appointed vice-president of 
Wilding Picture Productions, Ine., in 
charge of Pacific Coast regional sales 


For all illustrated advertising litera-| His headquarters will be in San 
ture catalogs price lists booklets Mare ion 
: y 4 rancisco. 
brochures, office and factory forms Fran 
Short runs no penalty! age 
300 COPIES (Size 8%x11") $2.50 ° 
Additional hundreds only 25« - Open in Cleveland 
Even lower prices for larger renney-Woodward Company, rep- 
quantities resentative of small city dailies, has 
\ size furnished, Free informative 7 


booklet on request 
Laurel Process, 480 Canal St., N. Y¥. C. 


GhT BUSINESS AT LOWEST COosT 

We will gladly send you samples of | 
our new PHOTO AD-CARDS. They | 
wet results 
or protession. 

GRAPHIC ARTS PHOTO SERVICE 
Market & Third Sts... Hamilton, Ohio. 


“Life” Takes Inserts 
in Auto Trade Papers 


Life will use eight-page inserts in 
| Automobile Trade Journal, MoTor, 
| Moto ige and 
' 
| The promotion is designed to iden- 
| tify the picture magazine more closely 
| With the automotive field and to em- 
| phasize its claim that “every 1,000 
| Life families own 999 automobiles. 
The first page of the insert is made 
up to resemble the cover of Life. The 
remainder carry photographs tied up 


Votor World Whole- | 
sale, starting with September issues. | 


opened an office in Cleveland in the 
Hippodrome bldg. Ralph Davis is 
in charge. 


Adapted to any business | 


| 


} 


wave 
COVERS 
THE 


' BESTA! 


1,200 radio home* 


Without the 170." Jes, audience, 


closely with current automotive ad-| ghat comprise | ille Trading Area 
vertising. One, for instance, shows a| ghe entire ange wo nificant blob on 
skeleton “sitting” for John Atherton,| would be @® eh these homes,¥OU 
“who drew the arresting ‘human the sales map. Wit hole Louisvi le 
skeleton’ illustrations used by Tide have practically the w only 97; 
Water Associated Oil Company last rket. «-- . There ah? ble throve 
spring to advertise its Veedol motor pence radio homes ava ee To ge 
oil in Life.” puisville & ‘ yay 
Less gruesome is a picture of Dan-| 8@9 other 197,400, oe” ma AVE'’S 
ielle Darrieux, scantily garbed and those eo uch money 8° «1 javille 
apparently about to dive into a limpid cwece —? That's the rge? 
pool. “Her glamorous face and fig-| 171,200. a ; brief. May we ©? maid 
ure are one of the alluring attrac-| radio story =a p. C. Outlet 
tions of the ‘Parade of Stars,’ new were ntatives: 


advertising campaign for 
spark plugs in Life.” 


Coffee Convention Set 

The Associated Coffee Industries 
of America, New York, will hold its 
innual convention at French Lick 
Springs, Ind., Sept. 19-21. The date 
was moved up earlier than usual in 
order that the whole industry might 
be consulted on the Pan-American 
Coffee Bureau's fall campaign. The 


Auto-Lite 


drive will be handled by Arthur Kud- 


ner, Inc., New York 


tonal Represeree ir 
NPREE & PETERS, INC. 
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SONJA MODELS FOR WRIGLEY 


CE refreshing Double Mint gum keep you 


> a ; 
cool and Mace GY Z Y ar 1E by 
4 uf 


distmguiehed H 


ly che aloo de 
Mint mad 


Seek Reform 


of Argentina 
Radio System 


f WRIGLEY'S 


i DOUBLE MINT oom 


CHEWING GUM 


Buenos Aires, Aug. 23.—A firm be- 
lief in the value of radio as an ad- 
vertising medium in the Argentine, 
but also in the need for “notable re- 
forms” in its operation, was ex- 
pressed today by the American 
Chamber of Commerce here in reply- 
ing to a questionnaire recently sub- 
mitted by a government commission 
which is conducting a survey of 
radio in this country. The chamber’s 
reply was prepared by its publicity 
committee, headed by Henry P. 
Clark, manager of Buenos Aires 
office of McCann-Erickson, Inc. 

Since the commission’s appoint- 
ment rumors have indicated that its 
intention was to eliminate the ma- 
jority of the 18 or 20 broadcasting 
stations now operating; to suppress 


) 


tatiana 


——, 
The fickle male has an cre fur girl whe are 


t is smile plus style thet wie | te ni ple 
Sonya Tense 1 wer ant artist \ 


woud star, Asked by Dhow M os Dhetee tans chew iganest 


cul booking duess, left —anta commercial advertising altogether; 
applaane-gitting Norergion ds or to set up several alternative meth- 
age ods of operation. 


Opposes Suppression 


The chamber vigorously opposed 
the total suppression of radio adver- 
tising as working undue hardship on 


DOBLE MINT 


Wrigley Gets Feminine Wy 


Eye with Mint Styles 


Chicago, Aug. 25.—Although re- 
luctant to make what it considered 


style and beauty appeal in advertis- 
ing on Double Mint gum, the William 
Wrigley, Jr., Company indicated to- 
;) day that the campaign launched last 
January had achieved a worthy de- 
gree of success and that it would con- 
tinue for an indefinite period. 

First use by Wrigley of the beauty 
ippeal dates back about ten years, 
iccording to Henry L. Webster, ad- 
vertising manager. The campaign 
started this year, however, expanded 
on this theme in offering, through 
tie-ups with leading designers and 
film luminaries, beauty in feminine 
stvles as well. 

This, in addition to heightening 
feminine interest by offering pat- 
terns of dresses designed by some 

the most famous couturiers in 
the field paved the way for a copy 
ippeal stressing that beauty was not 
clothes alone. 


it latinas oe 


Uses Motion Picture Stars 
other words, Wrigley not only 

ed its feminine audience pat- 
for gowns certain to rank high 


tvyle but the “healthful Double | 


Mint way’ to create “a doubly lovely 


a premature judgment on the new 


‘THE MIDWEST 
FARM PAPERS 


| 
you,” as a typical insertion wai 

Motion picture stars lent the gla-| 
mor of their names to the copy, be- 
ing portrayed wearing the new 
Double Mint styles. Nor was the 
personality appeal lacking. Copy 
stressed that in “beautifying your 
lips, mouth, teeth and in aiding di- 
gestion, relieving tense nerves,” 
Double Mint was effective in “mak- | 
ing you a happier, more vital person 
whom people want to know.” 

The effect of this style tie-up, it is re- 
ported, has been to create considerable 
reaction in building what amounts to 
a new trend in feminine styles with 
many dress manufacturers adapting | 
their lines to those of Double Mint 
fashions. Wrigley has probably bene- 
fited from this influence, Mr. Web-| 
ster said, although it is difficult to! 
estimate its actual sales value. 

He added that the company has as | 
yet not formulated any tabulation on | 
the results of the campaign, believ- | 
ing that it was too early to arrive at 
a definite decision, | 

The schedule for this drive in- 
cludes full page color copy in an ex- | 
tensive list of general and women’s | 
| magazines, with Frances Hooper Ad- 
vertising Agency handling the ac- 
count. 


_ANPA Release 4th in 


Promotion Ad Series 
The advertising success story of 
Oakite Products, Inc., New York, fea- 
tured in the “Advertising Facts” 
series of the Bureau of Advertising, 
American Newspaper Publishers As- 
sociation, has been used by the bu- 
reau again as the fourth in the series 
of newspaper promotion advertise- 
ments, “Big Business from Small 
Ads.” 


Weaver Aide to Hill 

Sylvester Weaver, Jr., manager of 
the radio department of Young & 
Rubicam, Inc., has resigned to be- 
come assistant to George W. Hill, Jr., 
vice-president and advertising man- 
ager, American Tobacco Company, 
New York. Mr. Weaver, who will as- 
sume his new position in about two 
weeks, replaces Jack Latham, new 
president of American Cigarette and | 
Cigar Company, New York. 


Why 


Joins General Seafoods 

| H.F. Lee, formerly with the Green- 
leaf Company. Boston agency, has | 
| Joined the sales department of Gen- | 


commerce and industry. Such a 
course, the report said, would de- 
prive business and industry of a 
means of reaching a large mass of 
consumers. The committee expressed 
belief that the suppression would 
not be productive of an equivalent 
amount of advertising in other 
media. 

The committee admitted, however, 
the need of “notable reforms,” and 
suggested “a well-founded regulation 
of the quality and quantity of the ad- 
vertising.” 


Special Palm Beach 
Drive Gets Results 


During the first two weeks of Good- 
all Company’s July-August advertis- 
ing campaign on Palm Beach suits, 
there was an increase of 324 per cent 
in the number of insertions by retail- 
ers and the average size of space used 
was 78 per cent greater, according to 
Elmer Ward, president of the com- 
pany. 

Retailer cooperation was stimu- 
lated by Goodall’s offer to pay 75 per 
cent of the cost of all newspaper space 
on Palm Beach suits. 


Suter Advanced 
F. L. Suter has been named first 
vice-president of Armstrong Cork 
Company, Lancaster, Pa., succeeding 


Hugh M. Clarke, who died July 26. 
Keith Powlison was named teenies 
in place of Mr. Suter. 


on Copper, Zinc or Jem Metal, specially 


etched for Electrotyping or Mat Making. 


PHOTO ENGRAVING 


C. Parker Holt, 
Tractor Expert, 
Dies in Calif. 


Piedmont, Calif.. Aug. 25.—C. 
Parker Holt, vice-president of Cater- 
pillar Tractor Company, and closely 
identified with that industry for the 
past 40 years, died at his home here 
yesterday. He was 58 years of age. 

A native of San Francisco. Mr. Holt 
was the son of Charles H. Holt who 
founded the lumber business from 
which the Holt tractor and harvester 
manufacturing activities were the 
outgrowth. After graduating from 
the University of California in 1902 
as an engineer, C. Parker Holt went 
to work in the Holt plant at Stock- 
ton. becoming vice-president in 1905 
and treasurer in 1913. 


Was Export Manager 


Mr. Holt was responsible for the 
development of a vast foreign market 
for tractors, an activity which led to 
his appointment as export manager 
for Caterpillar Tractor Company, 
when the latter became successor to 
the Holt Manufacturing Company in 
1925. He was named executive vice- 
president of Caterpillar Tractor in 


1934, 


NEWSPAPER HALFTONES P 


BARNES-CROSBY made them 


thirty years ago and good ones too. We 


are making them now better than ever 


aArNeS = (6 . osby Company 


ART AND PHOTOGRAPHY 
225 NORTH WABASH AVE..CHICAGO,ILL. 


'eral Seafoods Company, Boston 
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BIG BUSINESS’ Reta Linage Ind f Retail Activity in 79 Important 
MERITS ARGUED Since May 7th Markets 
‘4 Based on total retail advertising volume in all newspapers in each city. 
TIVES Chicago, Aug. 26.—Retail display (Copyright, 1936, by Advertising Publications, Inc.) 
advertising for the week ended Aug. | ———____ ——— ——— 
20 continued its gradual trend toward | «Gai “ Gai 
s : zal! © ae 
more favorable comparisons with 34-Week 34-Week 34-Week a. peel - pond 
New York, Aug. 25.-While the|last year’s levels with a decline of Period Period Period 1938 1938 Week Week % Gain 
majority of business executives of|only 12.4 per cent under the corre- mnded — ee 3 1936 1937 A a1. 198 A 50, 1988 a 
: : ‘ity x 22, 1! 21, 1937 yf 938 936 9% zy. 21, 1937 . 20, 19% $s 
this country feel that competition|sponding week of last year, the City Aug. 22, = Aug. 21, Add i Ree a aid na od a 7 i 7 Loss 
‘ ties events a |lsmalles ecline -egistere since | Akron, O. .....-+ee+6.- 10,282,78 10,888,955 7,870,65¢ —23.5 —S6.4 253,06 201,915 —28.7 
automatically prevents monopoly, a}smaliest decline ana ™ nnvyp.| Altoona, Pa. ........-- 4,106,193 4,476,388 3,539,317 —13.8 —20.9 134,862 91,805 —319 
sharp division of opinion as to]| May 7, 1938, accorc ing to the ADVER-| Atianta, Ga. .....-.--- 9'154,096 9714.43 9,539,082 44.2 m8 302.834 344,176 +137 
whether mere size usually means|1isinc Ace Index of Retail Activity.| Baltimore, Md. ........ 3,691,977 14,551,415 13,527,222 —1.2 —7.0 346,163 306,248 —115 
efficiency is revealed in a survey of Total linage carried by all newspa-| Birmingham, Ala. ..... 7,461,524 8,144,878 7,984,956 +7.0 —1.9 248,600 221,508 —9.1 
executive opinion by the National| pers in the 79 major markets meas-| ‘Boston, Mass. ........ 12,553,262 12,541,646 11,489,571 —8.5 —8.! 297,772 284,293 —45 
: ’ . ‘ Tt ‘ed by thi Inde was 15,549,260} Bridgeport, Conn. ..... 5,879,412 6,341,980 5,694,420 —3.2 —10.2 168,588 162,092 —3.9 
Industrial Conference Board. See SS ee ee eer | eee. B.S. 6ccscss es 10,334,810 11,659,114 10,049,362 -2.8 —13.8 315,924 245,924 229 
discussion was precipitated in part |lines against 17,740,091 lines for the Camé@on, M. 3. .......:. 2°561.335 2555895 2.349.245 £3 —8 1 66.977 61.511 —s9 
by an editorial in Fortune contend-|compared 1937 week, a decline of| Cedar Rapids, Ia. ..... 3,181,556 3,349,514 3,009,454 —5.4 —10.2 104,020 125,762 20.9 
ing that smaller units are often more | 2,190,831 lines. Chattanooga, Tenn. 4,377,593 4,133,009 3,961,207 —9.5 ae ae yor +6.4 
, > ‘ —" P thie ves *hic 952,313 2 ‘a 9,627,05 + 3.6 —6.6 599,289 35,7 —27, 
efficient than large. For the first 34 weeks of this year a (ctsnatews ae Caeease +e = HH os + ers aor Ene a a =a 
The Board presented results of its | through the date reported the Index] ()20tineg’ Oo. 011011! 12,544,698 13,641,969 11,092,719 116 —18.7 362,594 261,044 —25.3 
survey without attempting to inter-| cities show a total of 586,435,234) Columbus, O. .......... 0 ccceeeee cate eee teens may wis 222,148 205,909 —2.3 
pret them. Many letters received |lines against 661,170,050 lines for the| Dallas, Tex. ........... 12,879,472 13,582,172 13,160,998 F2.2 =——$.1 362,410 322,147 —111 
questioned the efficiency of big busi- comparable period of last year, a de-| Dayton, O. pecan tesveshs ery pty eer ae at ~The oaeeae ety ey = 
2 | . linea mr » ot EPORVOP, COI, scccccces 6,538,348 6,598,56 5,748,320 —12. 2.9 2,025 5,09 —42. 
ness, arguing that politics, lack of |¢line of 75,734,816 lines or 11.3 ber! pes Moines, Ia, .....-. 4,086,262 4,165,236 4,047,902 onalh.9 —2.8 112,359 101,576 —96 
familiarity with local conditions, and |©e™t- Compared with 1936, this year} petroit, Mich. ......... 13,417,093 14,296,026 10,962,806 —18.8 —88.3 358,362 256,131 —28.5 
, , : shows a decline of 6.7 per cent. i Paso 7 169,946 165,914 —2 
immobilit nilitate against 700d en- bh a ek REN seteetces th8500408 i <«éea880b00 cecees ae _ aes Pe rig’ o,¢ &. 
pera g hysn “ pr ort Aa Following is a table showing varia-} Krie, Pa. ............. 4,537,578 5,881,652 5,630,978 + 24.1 —4.3 162,736 141,036 —13. 
B BC i 28. B ‘ — -—_ 2¢ . - 7 abn ¢ aaa — 9 ° an 77 ar 
: p he pe “y aii & tions from 1937 levels for each gy — eaecees Sane aes pinged Hey 4 me ire pti - 
‘te é : ve je MASS. 2.66. “,6 yVOe “6 99S =~ Vei,oe —65.0 Ii. ol, 7 ameG, 
poe pon gst “oy wtih tao te weekly period of this year: Flint, Mich. .......:... 5,713,176 5,858,202 4,416,482 —22.7 —24.6 148,736 106,722 —28, 
fact , tshi hi Jan DAN Oe a ree — 0.8) Fort Wayne, Ind. ..... 7,203,336 7,617,701 6,788,145 —5.8 —10.9 197,169 159,054 —19. 
pre acturer Poesy outshine ES i eRe Ree — 2.4| Gary, Ind. ............ 3,900,681 4,770,436 3,601,919 —7.7  —24.5 111,707 80,966 —27. 
smaller competitor. . e »7|Grand Rapids, Mich, 5,785,542 6,767,242 5,423,610 —6.3 —19.9 160,216 138,334 -13. 
One opinion, in which many shared, eae ~ mgr Reoe we Secon © 51 Greenville, &..C.. ..208.. 3,737,813 4,294,480 pty <4 = Sight crass “— 
. Q gers at “tha wantlorn® 22 votes sesseeeeseecore oe, | OPER TES 9,197,834 10,395,356 10,491,468 +14, +0. 249,116 285,5 +14.6 
ee Pg Bn lla: Reg jJam, 29 ese eeeeeeeeeereeees 7.2) Indianapolis, Ind. ..... 11,094,902 11,874,049 9,937,306 —10.4 —16.3 321,692 269,626 —16.2 
pe Pk: 4 gaveeyetabwicees wecas 7.4| Jacksonville, Fla. ..... 5,556,525 6,050,072 5,691,276 2.4 —5.9 145,236 140,630 ant: 
small concerns with earnest and Feb. 12 7.7 | prone City, SS eee ¥ 45 296 1533-126 1308708 —15.3 4.6 25,680 30,510 +188 
highly personalized managament.” Fel . 19 .............. 22. eee. ¢ | Kansas City, Kans. .... 1,561,875 1,727,593 1,819,671 +16.5 +-5.3 50,365 50,904 +1.1 
This writer, however, added that a|.. Se Sssneessoevesesparese ah | Knoxville, Tenn. ...... 6,256,005 6,453,160 6,364,881 +1.7 —1.4 182,294 169,302 —7.1 
bs . S ‘e 26 — Y w= ao —— ti) \ J © | — 
dozen mergers in the field which he + " 4 “peeeeeennneseneet: saa! pong Bonne + Ih GR —" etree Sena eat ~— ry rropte- hier br: 
aw : ROR pe MEATCI DO seeeeeerceenennnens ices Ammer, CEL. sccoe sevens 16,568,206 14,764,787 —10.9 483,728 425,187 —12. 
anew best would be highly desirable | yovch 12 .... 0... ccccccceeee OER t Ree: TEM, hccicuas Neanaees 10,193,522 8,922,338 + 12.5 263,77 218,193 —17. 
because of price stabilization, if| Winch 19 18.3| lynn, Mass. .......... 6,439,118 6,393,828 4,862,884 24.5 23.9 188,034 72,436 =—61.5 
nothing else. a ‘cl oe PP ORE e me wr zee 14.2) Manchester, N. H. 2,252,727 2,335,844 2,342,110 +3.9 + 0.3 60,836 57,916 — F ¥ 
Several referred to the trend to- pooh lai lalaisir atthe og) Memphis, Tenn. ....... 7,093,258 7,671,554 7,186,760 +13 —6.3 193,830 193,662 —0.1 h 
ar — —_ mm Apri GB secessvessvecesseses ‘”| Milwaukee, Wis. ...... 9,334,517 10,996,975 9,359,320 +0.3 —14.9 244,578 210,764 -13.8 
ward integration in newspaper pub Ee 6. CAC ae eee eee ees 5.3} Minneapolis, Minn. 9,569,487 9,444,895 8,437,904 —11.8 —10.7 254,195 229,854 —9.6 
lishing, one asserting that such April 16 — 9.8| Moline-Rock Island 5,411,428 5,881,097 5,564,664 +2.8 —5.4 187,866 144,368 —23.2 C 
unions have been “almost universally pene 2... 2«wCw«w«s~«~iC:istiw*tistiCtististS : 157| New Bedford, Mass. 2,130,694 2,204,860 1,997,198 —6.3 —9.4 55,202 51,282 —7,1 s 
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companies on a scale and with abil- May °1 14.3| Norfolk, Va. .......... 6,241,034 6,181,280 5,976,096 ry ==§,3 159,852 156,856 —=,9 | / 
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weekly, with the objective being to Tampa, Fla. 3,886,976 $,005,838 3,877,760 -0.2 3.2 95,452 100,954 +5.8 u 
convert it i a daily withi j ° ° . Toronto, Ont., C: 12,647,751 12,581,335 11,077,348 -12.4 11.9 252,031 250,995 —0.4 
poh "as oes Be ay i gg The Silberstein Appointed Troy, N.Y. 2,469,446 2,722,076 2,591,120 + 4.9 1.8 64,610 59,164 —8.4 ' 
company publishes The Jewish Press,| ©. Maire, Inc., New York, importer | fqisa, Okla. .... 6,387,513 ,222,140 ~ 6,764,686 9.8 7.4 165,760 | 155,680 —6.1 : 
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Inc., New York, has appointed Kim-/|Calif., has leased the building at anes | Brooklyn Times-Union discontinued June 8, 1937 a . 
ball, Hubbard & Powel, Inc., New) Hilldale avenue and will occupy the > ane and Sunday see oe eee June 8, 193% 
York, to handle its advertising entire building. Me mon pn cates ste wed ig Pog 1938 | 
— SEE **No Pittsburgh evening or Sunday papers published from June 17, 1958, to June 2 1938, due to strike 
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Experience 
Rapid’s True-Tone ‘Stats for photos 
they're that good! 


tone range, yet they're cheaper and 
can be made faster! 


Let the Rapid Serviceman show you 


General Offices: 360 N. Michigan, Chicago 


d ageney buyers mistake 


‘Stats reproduce photo 
1 amazing fidelity and full 


‘an save for YOU! 


CHICAGO—Four plants 
All phones: STAte 5977 
CLEVELAND—MAin 9335 


NEW YORK—Two plants 
All phones: VA. 3-3680 
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| pany said that the Richmond plant is 
| operated 


; time 


| England 


(Continued from 
While official 


Page 1) 


an of the com- 
at capacity on the produc- 
tion of refrigerator cabinets, reports 
from Richmond indicated that the 
plant is running at only about half 


on this product. 


Car Is Mystery 


Automotive experts have spent | 
considerable time in conjecture over | 
the type of car which Crosley might 
regard as having a chance for suc 
cess Most of them reject the idea 
that he would attempt to popularize | 
a midget, the United States having | 
remained notably indifferent to such 
an automobile 
and 


despite its success 


in 


in some continental | 


new 

Crosley Radio Corporation already 
makes electric refrigerators, washing 
and ironing machines, gas and elec 
trie ranges and an electric § hair 
Powel Crosley, Jr., is presi- 


one, 


grower, 


dent of the Cincinnati National 
League Baseball Club and operates 
two radio stations, one being the 


highest powered in the country 


WFAA Retains Dukoff 


Station WFAA, Dallas, has retained 


Edward Dukoff Associates, New) 
| York, as trade paper relations 


counsel. 


TORONTO 
MONTREAL 


WINNIPEG 
LONDON, Eng 


Agency for V5 Choc 
Maryland Beverage Company, Bal- 
timore, has appointed I. A. Goldman 
& Co.. Baltimore, to direct adverUs 
ing of V5 Choe, a chocolate flavored 
drink packed in cans. 


(Nets Rubber Gmont 
An Asset to the Graphic Arts 
Professions-Nationally Used 
3 Grades - Light-Medium and 
Heavy-}2% Per Gal Post Paid 
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NEW SH AVER 10 - LATEST ENTRY IN DRY SHAVER DERBY a Electric Razor Plan Blueberry Drive 


CANVASS EVERY 
RETAIL OUTLET 


Mass Market Appeal Is Aim 
of Knapp-Monarch 


St. Louis, Aug. 25. — With public 
announcement of its entry into the 
electric razor field set for Oct. 8, 
Knapp-Monarch Company will throw 
the weight of its reputation as a 
manufacturer of many other electric 
appliances in the scales of public 
opinion by an interesting advertising 
technique. 

The new shaver which will be 
priced at $10 will be merchandised 
with a trade paper and direct mail 
campaign aimed at getting distribu- 
tion on a scale hitherto undreamed of 
in this field. The dealer advertising 
is ignoring the department store field, 
hitherto regarded as indispensable in 
the merchandising of such gadgets, 
and is appealing to electrical dealers, 
jewelers, and finally, the corner drug 
store. 


Problem of Distribution 


Department stores have been re- 
lied on heavily by electric razor 
manufacturers heretofore because of 
their financing facilities. The depart- 
ment stores, while reaching the cream 
of the business — charge accounts — 
also stooped to conquer the mass 
market with weekly payment plans, 
which they seemed well equipped to 
handle. 

While Knapp-Monarch will not dis- 
courage inquiries from department 
stores, it visualizes the sale of elec- 
tric razors aS a mass, rather than a 
class problem. It is going after new 
types of dealers hard, with inserts in 
American Druggist, Chain Store Age 
(Druggist Edition), Jewelers’ Circu- 
lar-Keystone, and Electrical Dealer, 
and two-color pages in Electrical Mer- 
chandising. The jewelry field is re- 
garded as an especially interesting 
one, since it, too, has been forced to 
go into instalment selling to make its 
products available to low-salaried 


folk. The ubiquitous drug. store, 
however, is seen as a choice outlet, 


both because of its numbers and be- 
cause it has already won a reputa- 
tion of a kind in the sale of appli- 
ances, 


Breaks in “Post” 


Knapp-Monarch’s initial consumer 
advertisement, to appear in The Sat- 
urday Evening Post of Uct. 8, will 
devote a full right-hand page to the 


Every week 


A 
16,075 bar and grill men, 
6,925 package store men in 

the East get and READ 
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Gives Close Quick Shave 
Reglit Off, the Bat! 

Like thousands of men, you have waited for the 

one electric shaver that would give you a lifetime 

of freedom from the tortures of blade shaving — 

freedom from the never-ending expense of blades, 

creams and lotions. You knew that basic im- 


provements in dry shavers were bound to come. 


T bart vow cam step late the pleasure of dry 
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Full page magazine copy will announce the introduction of Knapp-Monarch Com- 
pany's new electric shaver. 


new Knapp “natural angle shaver,” 
and utilize a facing half-page at the 
extreme left to feature other appli- 
ances. 

Benefit of Plan 


G. Gordon Hertslet, vice-president 
of Anfenger Advertising Agency, 
which handles the account, said that 
this strategy ha&S been adopted “to 
give the new shaver the benefit of the 
prestige and familiarity of the Knapp- 
Monarch trade-mark and at the same 
time merchandise the appliances in 
such a way as to give them the ben- 
efit of the momentum created by the 
large space to be used in behalf of 
the shaver.” 

The same method will be employed 
in Collier's of Oct. 29, though the 
units will vary. A right-hand half 
page will extoll the merits of the 
shaver and a single column at the ex- 
treme left of the spread will tie in 
other Knapp-Monarch products. In 
both cases the units will be related 
not only by similarity of layout and 
color, but by footnotes. 


Design Features 


Though many shavers already ex- 
ploited offer two or more shaving 
heads to fit individual beards, the 
Knapp is said to be the first to em- 
body different heads in a single unit. 
A removable and reversible shear- 
ing head, with slots .009 and .011 
inches wide, respectively, will be fea- 
tured in advertising. This innova- 
tion, according to copy, will permit 
the user to shave with wide slots on 


the heavy, coarse portion of his beard, 
changing to the smaller slots for a 
close shave under his neck, where the 
hair is finer. 

The “natural angle” will also come 
in for enthusiastic praise in Knapp 
copy, being described as the first 
adaptation to electric razors of the 
principle long ago discovered by mak- 
ers of safety razors. This angle, 
familiar to users of straight razors 
for many decades, also eliminates the 
necessity for a training period, ac- 
cording to Knapp. 


Urge Uniform 
State Rule on 
Spirits Copy 


(Continued from Page 1) 

code numbers. One prohibits the 
use of testimonials in any form. An- 
other requires that all copy must be 
submitted to the commission in ad- 
vance of publication for approval. 
Four supervise all copy. One re- 
quires that the number of advertise- 
ments appearing on a certain day 
shall be limited. Four require that 
the rules of the FAA shall be fol- 
lowed. Two require that the manu- 
facturer’s signature must appear in 
the advertisement. 

All of the nation’s major distillers 
were presented at the convention. 


|proclaimed a 


Prices Tumble 


from 16%to 50% 


(Continued from Page 1) 
Corporation, is just being distributed 
to retailers. The price was tenta- 
tively set at $15, but company offi- 
cials declared the price has not been 
finally determined as yet. First ad- 
vertising of the Gem-lectric will ap- 
pear in October magazines. 


Others Hold Back 


The Gillette Safety Razor Corpora- 
tion has an electric shaver under de- 
velopment in its factory, and will 
market the product soon. No retail 
selling price has yet been established. 
Ronson Products, Inc., a subsidiary 
of Art Metal Works, Inc., Newark, 
announced the Ronson to sell at $15 
only a few weeks ago, but would 
make no comment on a possible re- 
duction. Manning, Bowman & Co. 
recently acquired title to the Zephyr 
shaver selling for $15. Ingersoll- 
Waterbury Company marketed a $7.50 
shaver last month. 

Coincident with the Schick an- 
nouncement, the price of private 
brand models hit a new low for this 
area when Gimbel Brothers, New 
York department store, advertised 
the “Challenger” for $1.98. Gimbel’s 
previous low had been $2.98. Macy’s 
is currently promoting its own priv- 
ate brand, priced at $6.49. 


NRDGA ‘Product 
Parade’ Gains 
Strong Support 


New York, Aug. 24.—Retail mer- 
chants in 29 cities throughout the | 
country have signified their intention 
of joining in the national retail dem- | 
onstration to improve relations with | 
consumers scheduled for the week | 
of Sept. 19, under the sponsorship of | 
the National Retail Dry Goods Asso- | 
ciation. 

The why and the how of the drive 
were explained to the press at an) 
NRDGA luncheon today by Saul | 
Cohn, president of the association, 
who said that the effort will not be 
“a buy now campaign or a corn plas- 
ter week but a collective demonstra- | 
tion, a spectacular show of American 
products on parade.” 

He declared that all factors neces- 
sary for sound recovery are present 
today, but that progress is being re- 
tarded by political and psychological 
influences. The value of a cooper- 
ative demonstration, he said, lies in 
presenting “a moving picture of the 
importance, the efficiency, and the | 
potency of the retailer in the whole 
American scheme of business, one 
which will set a precedent in creat- 
ing a recognizable voice for future 
unified action of retailers.” 


Disaster Advertising Bad 


Lew Hahn, general manager, said 
that he hoped the nation’s retailers 
would avail themselves of this oppor- 
tunity to build up confidence, not | 
tear it down. “Disaster advertising” 
employed by some stores can only 
undermine public confidence in the 
future, and retailers ought to take 
advantage of the opportunity to pre- 
sent themselves in the best possible 
light, he said. 

Kalman B. Druck, editor, Advertis- 
ing Almanac, unveiled the “National 
Retail Demonstration Supplement” 
produced in cooperation with Hearst 
newspapers for use by stores in cre- 
ating institutional campaigns to tie 
in with the week, and for use by 
newspapers in planning and selling 
campaigns to stores. 

Mr. Cohn revealed that all retail 
associations have been requested to 
lend their support, and that a num-| 
ber of cities have completed plans 
for participation. In Chicago, for in- 
stance, Mayor Edward J. Kelly has 
“New Century Sales 
Week” for Sept. 19. Other suggested 
names or slogans for the week in- 
clude “Demonstration Week,” “Work- 
ing Dollars Mean Working Men,” 
“Open House Week.” and “Sales 


Mean Jobs.” 


tising program, 300 Maine blueberry 
growers, canners and shippers have 
voted to tax themselves 10 cents a 
bushel on this year’s crop to finance 
such a project. The tax will be 
equally divided between growers and 
canners and it was agreed that col- 
lections should be made by the can- 
ner. The fund will be turned over 
to the Maine Development Commis- 
sion, state agency which has offered 
to promote the campaign. 


Gets Seven Accounts 
Williams Advertising, New York, 
has been appointed to handle promo- 


tion for Atlantic Sport Wear Com- 
pany; John F. Morris Furs Inc.; 
Harryson Hat Company; Lillian 


Sloane Inc., gowns; Reineman Furs, 
Inc.; Samuel J. Aronsohn, Inc., silks; 
and Barbro Company, loungewear, all 
of New York. 


— 


Fiske in New Post 
Rogers A. Fiske, formerly Western 
editor of The Iron Age, has joined 
Behel & Waldie, Chicago, and will 
specialize in industrial accounts. 


Doody in Chicago 
After a year in the Detroit office, 
Dan J. Doody has returned to the 
Chicago office of Gilman, Nicoll and 
Ruthman, newspaper representative. 


PRINTING 


“He Who Gains Time, Gains 
Everything” —or inversely, lost 
time is total loss. The road that 
detours here and detours there 
may finally bring you to your 
destination, but at what cost! 
Why be so lavish of Time when 
it is the one thing about which 
you should be most solicitous? 
Why have your printing contin- 
ually detoured—one place for 
engravings, another for typeset- 
.ing, and still somewhere else 
for presswork? When you give 
the complete job to Faithorn, 
you avoid all detours and way 
side stops. Your jobs steam 
merrily along; arrive on time— 
clean, handsome, fit. Now (with 
pardonable pride) we announce 
a Night Engraving Service 
of the highest order for the 
making of fine plates. Let us 
demonstrate the value of 3-in-] 
service. Phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


@ For years the 
American Seating 
Company has 
used FAITHORN 
3-in-1 complete 
Service. You, too, 
can now enjoy its 
many advantages. 


AmEnican seaTing 
one 
FINEST ENGRAVING 


FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you ... 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 


$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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NEW MODEL TO 
FEATURE FALL 
CORONA DRIVE 


Typewriter Campaign Appeal 
Geared to Students 


— 


(Picture on Page 31) 

New York, Aug. 23.—Aiming at the 
back-to-school trade with a new port- 
able typewriter, L. C. Smith & Cor- 
ona Typewriters Inc. will launch the 
most extensive campaign in its his- 
tory in magazines and newspapers 
this fall. 

Featured product in the drive will 
be the new Corona Zephyr, said to be 
the lightest and smallest model on 
the market. The Zephyr weighs less 
than nine pounds and is small enough 
to fit in an office drawer or large-size 
brief case. Featuring a standard 
keyboard of 84 characters and an all- 
steel carrying case, the machine will 
retail for $29.75. 

The Zephyr and the Speedline Cor- 
ona, also introduced recently, will be 
announced in The American Weekly 
and the New York Daily News 
Sept. 11. Corona advertising will also 
appear in This Week and in newspa- 
per space in cooperation with dealers. 

The list includes: American Maga- 
zine, American Boy, Boys’ Life, Child 
Life, Collier’s, Cosmopolitan, The 
Grade Teacher, The Instructor, Lib- 
erty, Life, Mechanix Illustrated, Open 
Road for Boys, Parents’ Magazine, 
Popular Mechanics, Popular Science, 
Redbook, The Saturday Evening Post 
and Scholastic. 

The back-to-school theme will be 
used at the outset of the campaign, 
with the sales approach becoming 
more general as the drive progresses. 
Both the Speedline and the Zephyr 
will be mentioned in each advertise- 
ment, with the new portable being 
given the major share of the promo- 
tion. 

Newell-Emmett Company, 
York, is the agency. 


New 


Georgia Net Appoints 

Georgia Broadcasting System has 
appointed Sears & Ayer to represent 
its stations in New York and Chi- 
cago. Stations in the network con- 
sist of WATL, Atlanta; WRBL, Co- 
lumbus, and WGPC, Albany. 


Brinkman Changes 


Carl Brinkman, formerly president 
of Seaver Brinkman Advertising 
Agency, has joined the sales staff of 
the Art Gravure Corporation of Ohio, 
Cleveland. 


Issues Special Edition 
The News-Globe, Amarillo, Tex., 
published a 280 page edition Aug. 14, 
commemorating the 50th anniversary 
of Potter county. 


CREATIVE HEAD 


Jack O'Kieffe, vice-president and copy 
chief for Leo Burnett Company, Chi- 
cago, has been appointed director of 
production for all creative work. He 
will be assisted by two service and traffic 
managers: John W. Riley and Frank G. 


Eastman. The latter recently joined 
Burnett after many years with the Glen 
Buck Company. Strother Cary, of the 
Burnett research department, has be- 
come a junior account executive. 


Fuller & Smith & Ross 
Get Two New Accounts 


Cleveland Railway Company has 
named Fuller & Smith & Ross, Inc., 
Cleveland, to handle its advertising. 
Newspapers, radio and car cards will 
be used. 

Maxwell & Co., manufacturing 
chemist, has named the agency to di- 
rect the advertising of Cream of 
Aluminum. S. B. Kitchum is account 
executive. 

Extensive Drive for 
La Touraine Coffee 

La Touraine Coffee Company, Bos- 
ton, is launching an extensive cam- 
paign throughout New England to 
introduce its new package. 

All major radio stations in New 
England and all Boston newspapers 
are being used. Ingalls Advertising, 
Boston, is the agency, with J. Ray- 
mond Miniter as account executive 


Trimount to Begin 
Campaign in September 


Newspaper promotion of 
Craft clothes for men, 
to break late in September, 
mount Clothing Company, 
has announced. 

The line will be merchandised 
through a nation-wide voluntary 
chain of independent clothing stores. 
Alvin Austin Company, New York, 
is in charge. 


Clipper 
is scheduled 
Tr- 
Boston, 


Tyson Gets Wood-Regan 

The Wood-Regan Instrument Com- 
pany, Nutley, N. J., manufacturer of 
Wrico lettering guides, has  ap- 
pointed O. S. Tyson & Co., New York, 
to handle its account. Business pa- 
pers will be used. 


FURNITURE MEN 
ENLIST AGENCY 
HELP IN DRIVE 


Seek to End Practice of Dis - 
count Selling 


New York, Aug. 24.—Cooperation 
of advertising agencies is being 
sought by the trade relations com- 
mittee of the National Retail Furni- 
ture Association, in its efforts to 
eliminate pseudo-wholesale, or dis- 
count selling, among corporation em- 
ployes, it was revealed today in a 
report from N. 8S. Sachs, chairman, 
and W. J. Cheyney, vice-president of 
the association, summing up the 
progress which has been made in a 
drive that started early in July. 

There are three avenues along 
which the committee is attempting 
to pursue its campaign. One is in 
the line of legal action, another is in 
cooperative investigation with better 
business bureaus, and the third is 
consumer education. The agencies 
will be asked to help lay the facts 
which are developed before sales and 
advertising executives. 

Progressing along the line of legal 
action, the association’s committee 
has already filed several complaints 
with the Federal Trade Commission, 
and in this activity assistance is be- 
ing given by a great many better 
business bureaus. The report says: 

“Assurances of cooperation have 
been received from the managers of 
better business bureaus in a score of 
\cities including Boston, Buffalo, Chi- 
‘cago, Cincinnati, Columbus, Dallas, 
| Detroit, Houston, Indianapolis, Mil- 
waukee, New York, Oakland, Omaha, 
Philadelphia, Pittsburgh, Schenec- 
tady, Syracuse, Tulsa and Wichita. 
In each of these cities, conferences 
will shortly be held between the lo- 
cal furniture dealers and bureau offi- 
cials, and a plan of action devised. 


Former G-Man in Charge 


“Our legal division, headed by a 
former operative of the Federal Bu- 
beau of Investigations, has already 
filed complaints, in cooperation with 
local better business bureaus, with 
the Federal Trade Commission, Other 
cases, all involving consumer exploi- 
|tation as well as unfair competition, 


are in preparation in New York, 
Texas, Illinois, Missouri and 
Tennessee. 

“Consumer education is the most 


difficult job we have to face. It will 
require a long period of time and 
calls for the assistance of all inter- 
ests concerned. 

“Parasite competitors, under the 
guise of distributors, or in one of 
the many forms of ‘group’ buying, are 
cutting down the dollar volume of 


¥ 


OF COURSE WE HAVE, 
BUT OUR COMPETITOR'S 
COPY IN ADVERTISING AGE 
SOLD THAT ACCOUNT 
BEFORE | COULD GET 

AN INTERVIEW 


business by as much as 10 per cent. 
Advertising agencies occupy a pecu- 
liarly influential relationship to many 
yroducers who are being seriously 
affected. 

“Our committee has undertaken to 
contact the larger employers through- 
out the country and already coopera- 
tion has been extended by 25 corpo- 
rations in New York and Chicago 
employing an aggregate of 350,000 
persons. These companies recognize 
that the producing and distributing 
trades must stand or fall together. 
Consequently they are not interested 
in using their purchasing facilities to 
compete with retailers.” 


Hirestra Wins Point 
in Suit Against AMA 

Under the terms of a temporary in- 
junction issued by a federal court, 
the American Medical Association re- 
strained from publishing any further 
articles regarding the face cream 
manufactured by Hirestra Labora- 
tories, Inc., New York. 

The latter filed suit against the 
AMA last week in Chicago seeking 
$3,000,000 damages or alleged con- 
demnation of the product by the as- 
sociation. 


“News” Breaks Down 


Gravure Coverage 

Hitherto selling only its entire cir- 
culation in color gravure, the New 
York Daily News has adopted a new 
plan of providing city and suburban 
circulation to those interested only in 
this coverage. 

The rate will be $3,600 a page for 
approximately 2,000,000 circulation. 
The News’ total circulation is about 
3,000,000. 


Thom McAn Prices Cut 


Reduced for the second time with- 
in a year, prices of men’s shoes sold 
in Thom McAn stores are now down 
to $3.15 a pair. Women’s shoes have 
been cut to $3.30. Ward Melville, 
president, Melville Shoe Corporation, 
New York, operator of Thom McAn 
stores, declared the reduction was 
made in the belief that increased pur- 
chasing power through lower prices 
will furnish the key to returning 
prosperity. 


Vera Lamprecht Named 

Vera Lamprecht, formerly adver- 
tising manager of Thrifty Drug 
Stores, Los Angeles, and Standard 
Drug Company, Cleveland, has been 
appointed advertising manager of 
Liggett Drug Company, New York. 
Miss Lamprecht has been with Lig- 
gett since the first of the year, and 
succeeds C. B. Reymers, who has 
been appointed display manager. 


. 

Greenville Papers Merge 

The Democrat Times, Greenville, 
Miss., afternoon daily, has been con- 
solidated with the Delta Star, morn- 
ing daily, effective Sept. 1. The com- 
bined daily, to be published after- 
noons, will be known as Delta Demo- 
crat Times. Ernest Smith, former 
editor and manager of the Times, will 
become business manager. 


Record Drive Planned 

Cornell-Dubilier Electric Corpora- 
tion, South Plainfield, N. J., manufac- 
turer of condensers, will launch its 
most extensive sales promotion cam- 
paign this fall. Publication, counter, 
and direct mail advertising will be 
used. Reiss Advertising, Inc., has 
the account. 


Clark Heads KSL 


J. Reuben Clark, Jr., has been 
named president of Station KSL, Salt 
Lake City, Utah. John F. Fitzpat- 
rick has been appointed vice-presi- 
dent, Joseph L. Wirthlin, secretary- 
treasurer, and Earl J. Glade, general 
manager. KSL is affiliated with the 
Columbia Broadcasting System. 


One for Garfinhel 


Gravem-Inglis Baking Company, 
Stockton, Cal., has named Sidney 
Garfinkel Advertising Agency, San 
Francisco, to handle its account. The 
agency has resigned the account of 
Hastings, store for men, but will con- 
tinue to direct the advertising of 
Hastings’ Women’s division in Oak- 
land. 


| Hotel te TryC olor 
| Two 


color advertisements in a 


™ |class magazine will be used by the 


Hotel Pierre, New York, in a test 
campaign. Society pages of New 
York papers will also be used. J. R. 
Kupsick Advertising Agency, New 


| York, has the account. 


A&P TO COUNTER 


CHAIN TAX MOVE 
WITH CAMPAIGN 


(Continued from Page 1) 
municipal governing body. Success. 
ful in Atlantic City, the organization 
quickly spread to other places and js 
| now state wide, with headquarters jy 
,/Trenton. There are 114 local coun. 
cils, covering every county, and or. 
ganization work will be continued 
until 300 locals have been established 
with a membership of at least 100,000. 

The purpose of the Emergency 
Consumers’ Tax Council is to fight 
every tax trend that adds to the con. 
sumer’s cost of living unnecessarily, 
and the scope of the activity is not 
confined to food products alone, 
yasoline taxes are said to be under 
close scrutiny. 

Similar organizations in New Jer. 
sey and in other states, will be sup. 
ported by A. & P., whose attitude is 
expressed as follows by Mr. Byoir: 

“We feel that the great need is to 
provide ways and means of bringing 
out the facts. The people will form 
their own opinions.” 

Assistance is being given to these 
groups by Business Organization, 
Inc., which has been set up to further 
the program of public education un- 
der Mr. Byoir’s direction. Still in a 
formative state, the A. & P. campaign 
is fixed only as to fundamentals, and 
many details are still to be worked 
out. 

The action against the A. & P. in 
Milwaukee was championed by the 
Milwaukee Retail Grocers’ Associa- 
tion on the grounds that the A. & P.’s 
marketing methods are forcing the 
independents out of business and that 
the chain is also contributing to un- 
employment by closing its stores in 
various sections of the city following 
the opening of super-markets. 


Wholesalers Back Down 


Among those originally endorsing 
the proposed local laws were the Wis- 
consin Wholesale Grocers’ Associ- 
ation and the Wisconsin 
Association. The former back-tracked 
after the retail clerks’ union (Amer- 
ican Federation of Labor affiliate) 
had signed a contract with A. & P 
and labor took a stand opposing the 
tax measure. The canners’ group also 
became wary of the ordinance be- 
lieving that its enactment 
cause the chain to curtail its pur- 
chase of Wisconsin canned foods. 

The Wisconsin Retail Grocers’ As- 
sociation at its 38th annual conven- 
tion in Superior last week, lambasted 
the selling policies of the chains and 
approved the establishment of a com- 
modity code, the first in Wisconsin, 
in Madison. This proposed code will 
attempt to establish a price parity 
; among grocers in the city to prevent 
price cutting and alleged unfair com- 
petition. It was indicated that if 
the code is successful in Madison, it 


will be adopted in other Wisconsin 
cities, 


The convention also went on ree- 
ord as opposing “bait-selling,” odd- 
| Size containers intended to defraud 
'the public by subterfuge, and brand 
| ed as unfair the use of premiums 
Mountrey Resigns 
| Howard J. Mountrey, vice-presi- 
dent, Borden Sales Company, and 
| formerly advertising manager of the 
| Borden Company, has resigned. Hé 
has been in charge of coordinating 
Borden activities in this country and 
Canada. The position will be discon 
tinued. 


| 
| “Hello, Will Kiog (J. M. Mathes, Inc.) 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


TELLS STATE STORY 


FIRST CONSUMER COPY ON NEW CELOTEX LINE 


Special Triple Sealed Process 


~ -Used for New Celotex Shingles and Siding 


" here 


Finest Materials Yet Developed Mean 
E-xtra Years of Beauty and Protection 
At No Added Cost To You 
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REMEMBER — CELOTER TRIPLE SEALED 
SHINGLES, SIDING AND ROLL ROOFING 
ARE SOLD THROUGH ME-~YOUR LOCAL 
oe DEALER —y 
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How Chicago manufacturer will introduce Triple Sealed roofing to magazine 
) readers. (Story on Page 4.) 


e- LOWEST PRICED TYPEWRITER BOWS 


‘| ‘“ CORONA ANNOUNCES 
‘| ABRAND NEW PORTABLE ! 
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First insertion in the fall campaign sponsored by L. C. Smith & Corona Type- 
writers, Inc., will feature this new model. (Story on Page 30.) 
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Mississipp! leods the South in lumber herveste—reploce 
« eble hervests thet effe, elphe celivione ef conte wade: tour 
cents per pound 
Cutting tedey three termes the overage pulp weed ore 
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MISSISSIPPI INDUSTRIAL COMMISSION 


A DEPARTMENT o# 


Meet King Chemurgy, folks, the new 
advertising character who will dramatize 
the natural resources of the state of 
Mississippi in a newspaper and magazine 
campaign to start in the near future. 
Dixie Advertisers, Inc., Jackson, is the 
agency in charge of the $25,000 pro- 
motion effort. 


HEAD TELLS STORY 


HANDKERCHIEF TEST 


HESSON GUARD 
| KEEPS VITAL ZONE 


Always clean and free 
from goo no matter 
how often you smoke 
it. Finest imported 
briar; challenging 
higher priced pipes in 

quality and value. , 
Write for folder “‘A*’ 


WM. DEMUTH & CO., NEW YORK 


How patented pipe will be presented to 

new generation of smokers by Wm. De- 

muth & Co., New York, which has re- 

sumed promotion of the item after sev- 
eral years of desuetude. 


PLANNING TO GREET DIRECT MAIL MEETING 


Chicago committee for mail convention hard at work. Sitting, left to right, 

Elsa Smith, Macfadden Publications, secretary; Elon G. Borton, LaSalle Extension 

University, general chairman; Herbert D. Strauss, Riggs Optical Company, vice- 

chairman. Standing, Henry Hoke, secretary, Direct Mai! Advertising Association; 

C. F. Southward, secretary, Chicago Federated Advertising Club; Lawrence Selz, 

publicity consultant, and Chester L. Price, City National Bank & Trust Company, 
treasurer. 


SILENT SALESMAN CONTINUES FOR EMERSON 


Emerse Ume rs 01 eon | 


UTTLE RADIO ae Bt Ne: yous «our 
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* 


The mass display technique used by Emerson Radio and Phonograph Corporation 
last year will be continued during the coming season. The "silent salesman" 
layout consists of three sections—a center piece and two side wings. The display 
is designed for use in either windows or interiors and it features the slogans, 
“World's biggest selling little radio" and “Recreates the artist in your home.” 


OLD SALT IN REMINGTON ARMS SERIES 


5 oh Foe» 
+ Tene Oa 


Captain Bob Bartlett, famous Arctic explorer, shown here in a truly characteristic 

pose, will be featured in Remington Arms advertising copy this fall. DeBrocke, 

New York, handled the dramatic photographic assignment, while Batten, Barton, 

Durstine & Osborn, Inc.. New York, is the agency in charge of the campaign 
for Remington. 
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Take the Headaches Out of 
Placing Newspaper Schedules 


74 Daily Newspapers 
In lowa and Illinois 


Give You 


Standard size and form of rate card . . . file 
folder style for each newspaper. 


Uniform Merchandising Cooperation with a 
guaranteed minimum assured by each paper. 


Frequency Discounts for National Adver- 
tisers on consecutive weeks insertions, similar 
to local rate advertisers, scaled on an easy-to- 
understand, standard basis. 


Uniform style and form of Market Informa- 
tion with identical presentation from each 
market. 


Uniform consumer surveys and uniform 
retail trade surveys on a thoroughly stand- 
ardized basis. 


Although these papers operate as a group 
in formulating this plan, agencies and ad- 
vertisers deal directly with each paper in 
placing schedules and in billing. 


Get full details on this plan now. Write 
today to the Iowa Daily Press Association, 
Shops Bldg., Des Moines, Iowa, or the Daily 
Newspaper League of Illinois, Leland Office 
Bidg., Springfield, Illinois. 


TO MAKE 
NEWSPAPER 

ADVERTISING 
MORE CONVENIENT 
AND PRODUCTIVE 


: 


with the - 


Reach an Important Market 
Easily and Dependably.... 


For the first time, you have definite, up-to-date completely stand- 
ardized commitments on rates . . . merchandising cooperation .. . 
uniform consumer surveys and retail trade reports . . . and fre- 


quency discounts on national schedules from 74 important Iowa 
and Illinois dailies. 


Representing a combined circulation of 866,762 in a total trade 
area population of 6,839,319, these newspapers give you a new, sim- 
plified method of reaching one of the most profitable and extensive 
agricultural and industrial markets in the country today. 


How This New Plan Saves 
Time for Agencies... . 


Because all rate cards are standard file folder style . . . for safe, easy 
filing of important data . . . and because you know definitely what 
merchandising, consumer survey and retail trade survey coopera- 
tion you get, it is amazingly easy for agency men and advertisers 
to plan and schedule campaigns for lowa and Illinois. 


All the essential information you need is at your finger-tips, con- 
veniently filed in each paper’s file folder style rate card. Instead of 
headaches, you get profitable pleasure from scheduling sales-pro- 
ducing insertions in the I & I Group papers. 


Assures More Profitable 
Insertions for Clients... . 


The I & I Group Plan enables you to know your market. Guess- 
work becomes a thing of the past. Client’s questions about the 
huge lowa and Illinois market can be answered promptly and accu- 
rately. You have new confidence and pride in your ability to serve 
accounts profitably and accurately. 


This market is a proved sales producer. And now you can get 
added profits because you can plan more thoroughly, more intelli- 
gently before breaking your campaigns. MHere’s an entirely new 


standard of publisher operation and cooperation. Use this market 
regularly. 


lowa Daily Press Association 


Daily Newspaper League of Illinois 


| Lél Group Plan 
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